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CORONATION AD. SPENDING BOOM: 
REGENT ST. CRITICS ANSWERED 
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The Increasing Power of 


JOHN BUL 


Ihe JOHN BULL of today—with its vast family readership among the better off 
wage earners—built up by an editorial policy of the finest fiction, articles and 
illustrations published in popular weeklies in Britain—growing in sale and prestige 
every week amongst the reading public—is exerting a new and powerful influence 
on the sales of many nationally advertised products. 


Evidence of this is contained in the report just published of JOHN BULL’s latest 
survey. The report shows which brands of 20 different products are bought by 
JOUN BULL’s 1,600,000 reader housewives and how much they spend on them. 
The facts revealed prove that JOLIN BULL, which costs less per page per thousand 
cireulation than any other mass sale general weekly. is one of the finest investments 


in advertising ! 


Toilet Soap 
Household Soap 
Soap Flakes 


4 Washing Powder 2 


Cocoa 
Disinfectants 
. Polish 
« Packet Soup 


Custard Powder — 


Meat Extracts 
Health Drinks 


How often are these 4 


day necessities pur rs. 


... Which brands are most | 


Send for the latest — 


JOHN BULL report. Even — 
if your product is noi — 
covered, the information — 
may be of interest. 


aa SR , VR oS ¥ OS ees oe la T ee “Cana e ae :. x , ‘ a a. 
6 an ity ; = ys ae 3 a : : ; 
2 —_ —_—— -— ~ — 2 ER OTT SOT a a 
Ted - r 4 
i PER boa 
Po . hal 
7 
’ me 
es 
, ¢ > ws 
a 
t Or ae 
af. 
q oan. 
fi 1 . 
. y Be 
. bi —— ee — eee ee sS SSS.................n, ; 7 
3 ‘ . c e 7 "e 
| a. a O RGA N O F BRiTtis H ADVERTISING 
=S . B —_—_—_——_—_—_—————e ee sss es nnn i ee  -_...—_.__._QO©c_ CSR. x_n 7 if 
a Sa Cares a Te : i SEI St REY Pe est ame To Us aoe STNG . ? = re aa _ 
% : ‘ Fy Gir reas ¥ “aes Son a Ae 1 Gay ee Ss Wn ae ee (he ” - Ot 
=: § Bak? £ 3 : tT : Ti ~~ , a ~ TrArT a 4 3 7 a 
4 hy i ig 3 - £ » ¥ oe 
3 :% < of rela phy? ae Seek ‘ ee 4 ao 2 ; + ; ey 
: . ) eA I ros s © Skee ae Biscuits 4 
: , oot ae Sg | SEEN, SABRE ts : f 
— INT ; wurect 1. oa ; Cereals = * 
ia : Pek 9 6-35 A ete eRe Ran Bat Saree Lo eae ; ye Porridge i 
: oe LALILUCL ULILILLUGU. i. ‘ Jam : mi 
a f ; : ew Se SC ae Ot eas he CR, Aes ps S is 4 i 
_ tea ijt yc ANGE eee Re STA i Mepis gs [eae Sia eee is Marmalade 7 
‘. Boe f ras 
"i : 7 Ee 
i s mS 
* S ~ tr 
¥ 5 . j toy 
ae oS 
at | “. 7 
~ = - ; 
ee: if 4 : " Q 7 
ae ee 
oe yh ne f ‘ >; 
co ys Ti 4 : tte 
oe inned Soup 
i cn x . a 
ve 5 va : . 
a Pickles : 
Bre : : 
. 2a R 
Bs. & Meat Pastes . 
1 ae ‘ : 
a q . ; 
‘ . i ae 
ea J 4 i 
» jee ¢ 7 - el 
‘ie a eee eka Re eS ee | ; 
. ; “ P ‘ popular? ...How much is — "g 
= F r : 
: oe i % : spent on thers? These ore — 
oe, bd facts you must know, and % 
oe: : ei cummed e aml xo they are now available. ‘ 
be frog : 4 
eset $ ; 
AY magazine of good reading —  &g 
ee | 2 — 
LED : s “ 
Sea a ; a io ¢ J 
ae \ ;, 
es ea te 
a ae 
al 
manic, “eis : 
22) a So CS a ee * ecaiersis aig aie: i - 2 Bet a i eS ae : re 6 ESS Se a 
SE MAPS Ae ee eed. Se ae tae Mee . Ses ae ee ee 


Fad 


ADVERTISER’S WEEKLY 


Write for the 


new ROE 
Brochure on 
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Ad. ‘influence’ on 


commercial TV 

Sirn,-Mr. Hartshorne’s letter 
(May 14) would provide admir- 
able ammunition for opponents 
of commercial television, He asks 
how many publishers would dare 
to produce a journal of vast cir- 
culation, distribute it free, admit 
paid advertisements, and then 
deny advertisers contro] over the 
editorial content, at the same 
time laying down rigid regulations 
concerning composition of the 
advertisements, Presumably he 
thinks that the fact of free distri- 
bution makes all the difference, 
for without the distinction, this is 
what the majority of British pub- 
lishers are daring to do, with the 
universal consent of their adver- 
tisers. 

Leaving aside the 
issues Of press control, the 
editorial independence of a 
journal enhances the esteem in 
which it is held by its readers, 
and hence increases its value as 
an advertising medium, Adver- 
tisers know this, and wisely keep 
to their own province. 

1 do not see why independent 
programme control should be 
incompatible with the — inter- 
polation of profitable advertising 
items. If the analogy with the 
press is acceptable~-and Mr. 
Hartshorne appears to accept it, 
despite the false premise he 
makes—the partnership seems to 
provide an excellent working 
arrangement. Perhaps a nearer 
parallel might be drawn with film 
advertising. Here the advertiser 
is allotted two minutes of screen 
time, to be filled as he wishes, 
having regard to decency, taste, 
and good sense. He does not 
thereby acquire any extra-cur- 
ricula right in deciding what 
features are to be shown in the 
cinema. 

Our small experience of “spon- 
sored” radio in this country has 
shown how the high cost of the 
medium results in the station 


broader 


To The Editor. " 


time being divided into very 
smal] “parcels” —-usually only 
about 15 minutes—with a result- 
ing jerkiness and lack of con- 
uunuity in the programme as a 
whole. There is no reason why 
advertisers should not support a 
commercial (as opposed to spon- 
sored) television station— provided 
that it gives them a worthwhile 
and economic medium for their 
advertising—even if they are 
relieved of the responsibility of 
furnishing the actual programme 
material. 

The system would give longer 
individual programmes, better 
continuity all round, and hence. 


higher “viewership’—with cor- 
responding benefit to the 
advertiser, 


DENNIS A, BLAIRMAN. 
116 Beaufort Park, N.W.11. 


Printers and block 


makers’ charges 

Sir, — My previous letter 
(“Challenge to  Blockmakers,” 
April 9) was obviously not as 
detailed as 1 would have wished, 
and for this reason | did not 
mention the alternative methods 
of piercing or supplying mounts 
such as many efficient and up-to- 
date printers are already using. 
But it is a fact that the number 
of printers who are equipped to 
handle the piercing of blocks in 
their Own way are, unfortunately, 
in the minority. (Incidentally, it 
would be interesting to know how 
many printers instruct their cus- 
tomers how blocks are required, 
thus saving trouble and expense 
of piercing, as | have found from 
experience that blocks are 
accepted pierced or otherwise, 
the printer making his own 
arrangements.) This, however, 
does not overcome the fact that 
this service is very expensive 
when carried out by blockmakers, 

With regard to my sentence 
“or by Rotaprinting or duplica- 
ting instead of using letterpress 
or litho” I should like to assure 
Mr. Royce that the accomplish- 
ments of Rotaprint are very well- 


known to me and, as he rightly 
assumes, | was generalising. But 
it is a fact that while Rotaprint- 
ing in its highest plane occupies 
a very important place in the 
litho printing world it is also 
capable of producing simple 
“bread and butter” literature very 
cheaply and is a very able com- 
petitor to letterpress. As a matter 
of fact, having been in the print- 
ing industry and a print buyer 
for many years, 1 have a high 
regard for the printing industry 
generally and my complaint was 
not directed at them (although | 
feel they are partly responsible 
for the present position), 

1. KLEIN. 
13, Edgworth House, 
St. John’s Wood, N.W.8. 


. ° 
Cost of stereos , 

Sik,—We notice the welcome 
gesture of some newspapers in 
reducing the cost of space. As 
advertising agents we, in com- 
mon with all others, are awaiting 
some move in the reduction otf 
the cost of stereos by the Electro- 
typing and Stereotyping Em- 
ployers Federation as a result of 
the sensational drop in the cost 
of basic raw materials. 

The facts are that lead has 
dropped from £131 per ton to 
£78 per ton and zinc from £118 
per ton to £68 per ton. There is 
certainly some scope here both 
for a complete drop of the sur- 
charge of Id. per square inch as 
well as some revision in the 
standard price list. 

J. W. HaLts. 
Managing Director, 
Hallons Advertising Service Ltd. 


‘House and Garden’ 

Sir,—With reference to the ad- 
vertisement of the K. G. Murray 
Publishing Company on page 375 
of your issue of May 21 we 
should like to point out that the 
magazine advertised therein, 
Australian House and Garden, 
and described in the caption 
simply as House and Garden, is 
not in any way associated with 


x CORONATION 


ISSUE x 


In next week's issue regular contributors to “Advertiser's Weekly” 
will comment on how the various media have fulfilled their role in 


Coronation advertising. 


Our Guest Columnist—in honour of the great part which the 
display industry has played in the national celebrations—will be 
LEON GOODMAN, who will fill in the background of these great 


achievements. 


Included in next week’s issue also will be a Portfolio of 


Coronation Year Advertising. 


May 28, 1953 


ROE 
OUTDOOR 
ADVERTISING 
LIMITED 


20 St. Ann’s Sq., 
Manchester 2 


73 Grosvenor St., 
London, W.1! 


The Condé Nast Publications, 
who are the owners of the title 
House & Garden, and publish 
magazines under that name in the 
United States and Great Britain. 
There is also a French edition of 
House & Garden known as 
Maison & Jardin. 

H. W. YOXALL. 
Managing Director, 
The Condé Nast Publications Ltd. 


*‘Unsurpassable’ 


Sik,— Your Republic of Ireland 
Supplement is an excellent pro- 
duction. Editorially pertect. The 
layout could not be surpassed 
and it is beautitully turned out. 
From the point of view of the 
advertisers (particularly those of 
the Irish provincial press) it is a 
well worthwhile effort. 

Congratulauons to Business 
Publications and everybody con- 
nected with the compilation and 
production of a job wel] done. 

C. F. O'DONOGHUE, 
Managing Director, 
Drogheda Independent Co., Ltd. 


Money thrown away 


Sir,—Mr. Levens’ letter “Ghost 
Advertising” (April 30) should be 
reprinted and sent to all British 
exporters, because 90 per cent of 
them, in my view, just throw 
their overseas advertising money 
away aS Mr. Levens suggests. 

The tragedy of it is that 
sO many British exporters know, 
but do nothing about it for fear 
of upsetting their sales agents, 
who look on the advertising funds 
as part of the “perks” of the job. 
But it is the exporter who suffers, 
because sales are not obtained by 
giving “perks.” 

It is surely time the British 
exporter woke up to the facts of 
life about advertising overseas 
and stopped wasting his, and the 
country’s money, in this way. 

H. DESCHAMPSNEUFS. 
Head of Overseas Department, 
F. C. Pritchard, Wood & 
Partners Ltd. 


Three things are essential to Trade—the 


manufacturer (or wholesaler)—the retailer 


—the means of bringing the two together. 


specialised Trade Journal supplies this last 


essential 
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CORONATION STORY 


ADVERTISER'S WEEKLY 


Now the wind of legend blows about the land. Here, in modern 


garb; there, in the old, deep-rooted fancy of Scots and Welsh 


and English. As days pass toward THE DAY, THE Day of Hope 


and Loyalty and Love, the Crown, in common symbol of 
a common weal, applauds the common touch. And thus her 
subjects, humble people all, humble yet proud, comradely but 


stubborn, heirs to the legend and the ancient 


rules, ery- Wave the Ancient Flags, Blow the Bold 


Trumpet, Let the People Cheer! 


And we have played our part in 


Peterboro’ or in Piccadilly, in Fulham or the 
Fiji Islands, down proud St. James’s and the 

faithful Strand; on the great buildings of 
the Business World, and on the humble, 
blitz-proud homes; about Great Industries 
and in five thousand shops: 
throughout the palaces of 


entertainment; in the 


Cities and the Villages; in Dominions and 


Colonies across the world. 
On leagues of bunting, miles of timber, and 
myriad fields of hardboard, 
cardboard and a million dreams, 
the old, the great, the true, traditional 
greetings of the people will sing in the 
wind God Bless Our Queen. 
Commerce, for the while, has been gilded 
with sweet sentiment, true and strong and valid. Of 
all The Things We Do, these, our Coronation Tributes, have 
brought most pride, most joy, and an enduring faith in the 


great future of a great Nation now burgeoning again upon tts 


glorious past. God Save the Queen! Long may she reign! 


119-125 Whitfield Street, Tottenham Court Road, London, W.1 
EUSton 5351 
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Superb production and literary 
skill marks WOMAN’S JOURNAL 
It attracts the interest of 

women with a keen perception of 
quality and style. 

Good living guides their 
purchases, whether they be new 
fashions or family needs. 

It therefore pays advertisers of 
quality goods to keep 
WOMAN’S JOURNAL readers 


thoroughly well-informed. 


ONE OF THE A’P GROUP O Hyper MONTHLY MAGAZINES 
2/6 MONTHLY AGE RATE £350 


A W BURNETT. Advertisenent Dire tor THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, F.C.4 * CENTRAL 8080 
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Regent Street Coronation decorations: 


The Regent Street Association 
have received applications from 
Australia and New Zealand 
for their Coronation decora- 
tions together with “know- 
how” information to be sent 
out in time for the Queen's 
visit at the end of the year. 

This was announced by Sydney 
D. Barney, managing director 
Harry Hall Ltd., chairman of 
the Association, on Tuesday. 

Referring to criticisms which 


appeared in the press before 
the decorations were finished, 
Mr. Barney explained that the 
Association had deliberately 
sought to produce something 
difierent from the normal 
Coronation treatments, 
Instead of the Tudor rose they 
had chosen the wild hedge rose. 


The theme was conceived by the 


Association and carried out by 
the General Electric Co., with 
Beverley Pick as designer. 


Critics answered 


Mr. Pick explained that the 
scheme had been designed very 
largely with a view to its effec- 
tiveness when — illuminated. 
Hangings had been necessitated 
by the fact that the Crown 
landlords of Regent Street 
would not allow fixtures to the 
fabric of the buildings. 

The inquiry from New Zealand 
came from the Queen Street 
Business Association” in 
Auckland. 


Ruling on stamp re-purchase: 
Competitions are affected 


The Post Office has decided 
that in future it will not, as a 
general rule, re-purchase from 
advertisers stamps which have 
been used for payments for 
which the Postal Order service 
is available. This decision 
applies to newspaper compe- 
titions as well as samples and 
small purchases. 

The Post Office say they have 
reached this decision in view of 
the increasing extent of the prac- 
tice of returning stamps which 
have been used in payment of 
entrance fees for competitions, 
for samples and other items. 


‘Stamps are not 
legal tender’ 


It warns: “The Post Office ts 
under no. obligation to re- 
purchase stamps which have been 
sent from one person to another 
but it does, in fact, re-purchase 
such stamps under arrangements 
mentioned in the Post Office 
Guide, This states 

‘Allowance 


s made under 
certain conditions of unused 
postage stamps which have not 
been removed from any material, 
postage stamps which have been 
inadvertently and  undesignedly 
spoiled or rendered unfit for use 
within the past two years, or un- 
used or spoiled postcards or other 
stationery bearing adhesive post 


age stamps or printed or im 
pressed with postage stamps’. 
‘Commission is charged at the 


rate of 5 per cent of the face 
value of the stamps re-purchased, 
A minimum charge of Id. is made 
in the case of spoiled stamps’.” 

The Post Office go on to point 
out that postage stamps are not 
legal tender but that there is no 
prohibition on their use in pay- 
ment for samples. The practice 
was, however, not favoured 
because the re-purchasing ar- 
rangements were troublesome and 
expensive. But stamps might be 


re-purchased if advertisers’ an- 
nouncements to the public had 
stipulated) that Postal] Orders 


should be used for payments of 
6d. or more. 


Publishers’ president 


At the Internationa! Federation 


of Newspaper Publishers’ Con 
ference in Paris W. T. Curtis- 
Wilson (Brighton & Hove 


Herald), elected president 


Test marketing 
for new hair 
preparation 
Richard Hudnut will test a 

new hair preparation in the 

Derby area immediately after 

the Coronation. A_ decision 
on the national launching of 
the product will be made 
when the results are known. 

A new tinted foundation 
cream, Petal Base, will also 
be launched shortly. Entirely 
new packaging will be used 
for the product. Press adver- 
tising will start in the autumn. 
“Woman” and “Woman's 
Own” will be used 

G. S. Royds Ltd. are the 

agents. 


Fred Slaughter, 
Reg Palmer 


to retire 


Two prominent Kemsley adver- 
tising men, Frederick William 
Slaughter, general advertisement 
manager of the Kemsley provin- 
clal group, and Reg Palmer, 
assistant general advertisement 
manager, are retiring at the end 
of June, under the Kemsley age 
limit 

Fred Slaughter has spent 46 of 
his 47 years in advertising in Fleet 
Street. 

His 


name is inevitably asso 
ciated with the “Two Freds” 
cricket match, which has raised 


huge sums for the National Ad- 
vertising Benevolent Society, 
N.A.BS. founded a “Fred 
Slaughter Pension” in his honour 

In 1930 Mr. Slaughter became 


chief advertisement represent 
ative, Daily Sketch, and in Sep 
tember 1935, general advertise 


ment manager, 
cial group 


Kemsley provin- 


Reg Palmer has been with 
Kemsley Newspapers for 0 
years, joining them in 1924 


His first Kemsley job was with 
the Daily Dispatch. In 1925 he 
became southern advertisement 
manager, Sunday Mail, and after 
serving as southern advertisement 


manager, Daily Dispatch, he was 
appointed to his present post 
during the war 

Like Fred Slaughter, he has 
devoted much leisure time to 
helping others: serving for 2§ 
years on the committee of the 


British Legion 


MUNICIPAL JOURNAL 
Public Works Engineer 


and CONTRACTORS’ GUIDE 


the only technical 
weekly reaching 
every department 
of the £1500 million 
local government 
market. 


3 Clements Inn, W.C.2 
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To improve packaging standards 


Design contest for paper 


Leon Goodman (right) watches a 

giant model of the Queen on horse- 

back leaving his Whitfield Street 
premises in London. 


Co-operative Press 


ad. revenue up 

General advertisement revenue 
of Co-operative publications has 
gone up by £18,071 to £114,701, 
states the report of the Co- 
operative Press Ltd. for the half- 
year ended March 28. 

It is stated that Reynolds News, 
with limited financial resources, 
has a difficult fight for a larger 
circulation. Introduction — of 
coloured supplements in the Co- 
operative News and Scottish 
Co-operator created considerable 
imerest, with strong support from 
co-operative advertisements. 


Educating the 
»ublic 


Owing to fatalities amongst chil- 
dren, a meeting of branch represen- 
tatives of the Pharmaccutical Society 
has requested the Ministry of Health 
to give publicity to the importance 
of tablets and other medicines being 
kept out of reach of children. It 
was also suggested that, in addi- 
tion to advertisements, the Ministry 
should approach the B.B.C. and 
television authorities to produce a 
documentary to educate the public 
in the extreme potency of many of 
the medicines being dispensed. 


LABENO officers 


At the annual meeting of the 
London Association o British 
Empire Newspapers Overseas the 
following officers were clected for 
1953: president, B. J. Kirchner: 
vice-president, Sir Francis Low: 
secretary, C. W. C. Turner; trea 
surer, H. A. MacKenzie; auditors, 
H. Charles and M. Maltin; repre- 
sentative on the council of the Ad- 
vertising Association, C. W. C. 
Turner; representative on the fin- 
ance committee of the N.P.A., D. 

aw. 


_ boxes and cartons 


What is claimed to be the 
first design competition to be 
held in this country for paper 
boxes and cartons is being 
organised by the British Paper 
Box Federation and the British 
Carton Association, in associ- 
ation with the Institute of 
Packaging, the Council of 
Industrial Design, and the 
Society of Industrial Artists. 

Giving details of the com- 
petition at a luncheon last week 
at Kettner’s Restaurant, Soho, 
E. F. Pye, chairman of Richard 
Pye & Sons, Ltd, box manu- 
facturers, said the objects were 
to improve the standard of 
packaging, to help manufacturers 
in the highly competitive export 
markets, to emphasise the value 
of advertising. and to bring 
together manufacturers, designers, 
and box manufacturers in the 
task of selling British goods in 
the markets of the world. 

It constituted the industry's 
contribution to Coronation Year. 
The judging panel, not yet com- 
pleted, would include represent- 
atives Of advertising, design. box 
making. retail and consumer 
interests. 


Entries in two groups 


Entries will be divided into two 
groups —rigid and cylindrical 
boxes, and cartons. In addition, 
they will be divided into a num- 
ber of consumer trade classifica- 
tions. Certificates will be awarded 
for first and second places and 
for those classified as highly com- 
mended. In a section for students 
there will be cash prizes of £10, 
£5, and £2 10s. 

Entries will be accepted by the 
British Paper Box Federation 
between July | and September 19. 
An exhibition of the winning 
designs is being planned for the 
autumn. 


Salesmen who are 


immobile 

Salesmen were nowadays re- 
luctant to move to new. terri- 
tories, even if it Meant promotion, 
and seemed to be immobile 
compared to pre-war, D. R. 
Griffiths, director, Incorporated 
Sales Managers’ Association, told 
the Manchester branch. 

Reports reaching the Associa- 
tion, he said, indicated that 
salesmen did not wish to move 
if it could possibly be avoided 
Salesmen who had bought houses 
and had children going to school 
seemed to be static. 

Many did not want to spend 
more than one night a week away 
from home. The result was that 
sales managers feared they would 
lose good salesmen if they moved 
them to new territories. 


One of the Coronation displays in 
the windows of the art department 
of Theatre Publicity Ltd.. Finchley 
Road, Hampstead. Created and pro- 
duced entirely by the display section 
of the studio under the studio man- 
ager, Robert Lunnon, this window 


features a scale model, paper- 
sculptered, of Westminster Abbey 


Reproduction 
problems 


Four newspaper production ex- 
perts mentally took members of 
the Advertising Creative Circle 
behind the scenes and explained 
just why advertisements were not 
always reproduced as well as they 
would like them to be. 

Insufficient time given to the 
process engraver or the news- 
paper production man; differences 
in weight between British and 
overseas paper; shrinkage, show- 
through; differences in the quality 
of paper used by nationals and 
some _ provincials—these were 
some of the problems dealt 
with at the Circle’s dinner, 
by F. J. Fleet, deputy stereo 
manager, News of the World; 
H. J. Fulcher, stereo manager, 
Daily Telegraph; A. R. Bolton, 
deputy works manager, Kemsley 
Newspapers, London; and B. 
Titchener, director. Dellagana & 
Co., Ltd., engravers and type- 
setters. 

Amid the welter of advice 
given, and frequently queried by 
members of the audience, the 
need for the closest liaison 
between the agent, the block- 
maker, and the newspaper pro- 
duction man _ was stressed. It 
was also emphasised that though 
block pulls on imitation art 
paper might serve to impress the 
client, those On newsprint gave a 
better idea of the ultimate job. 


Another exhibition 
for Dublin 


An International Bakery Exhibi 
tion is to be held in Dublin Mansion 
House from August 25—28 under 
the sponsorship of the Irish Bakers, 
Confectioners and Allied Workers’ 
Union. The Minister for Industry 
and Commerce (Mr. Sean Lemass) 
will open the Exhibition. 

The Bakery project makes the 
third Mansion House exhibition for 
this year. Irish Exhibitions have 
already announced the Schoolboys 
and Schoolgirls Exhibition for the 
summer and the Irish Ideal Home 
Eahibition for the autumn. 


May 28, 1953 


3 AGENCIES 
IN SEARCH 
OF AN AD 


In next week’s “Advertiser's 
Weekly” will appear the first of 
a series of five articles demon- 
strating how the creative depart- 
ments of three different advertis- 
ing agencies would prepare a 
press advertisement for a hypo- 
thetical product. 

The product will be the Raymit 
Clothes Dryer. It will be assumed 
that this appliance is designed to 
dry in 20-45 minutes the normal 
load of a domestic washing 
machine. The clothes are dried 
by hot air, gas-heated, forced 
through an electrically driven 
cylinder by an electric fan. 

This idea has been inspired by 
a recommendation, in the recent 
report of the Gas Industry Pro- 
ductivity Team, that such an ap- 
pliance should be developed in 
this country. 

The exercise will fall into three 
parts: 

The Brief. Colin’ Mcelver, 
director of marketing and 
research, Young & Rubicam Ltd., 
has written an article giving the 
creative department of an agency 
all the information it should 
need to write copy and draw a 
rough visual for one key press 
advertisement. 

This article will appear on 
June 4. 

Creation of the Advertise- 
ment. The creative departments 
of the three agencies will each, 
working quite independently, 
write the copy, draw a visual, 
and explain briefly their “reasons 
why.” 

The results will be presented in 
three articles on June 11, 18 
and 25. 

The Summing Up. On July 2. 
Copytaster, contributor of Review 
of Advertising, will comment on 
the exercise. 


Specialised film 
men chide Govt. 


The Government is chided 
under two headings of the Asso- 
ciation of Specialised Film Pro- 
ducers’ annual report. 

One; for cutting down on the 
allocation of Government infor- 
mation and training films for pro- 
duction by the C.O.1. 

Two; for not helping to estab- 
lish educational film production 
on a sound economic basis. 

Under the first heading the 
Government's policy is stated to 
compare badly with that in the 
U.S.A., France, Italy and Western 
Germany, and to be “penny wise 
and pound foolish.” In the field 
of educational films it is regretted 
that practically all speculative 
production has ceased. 

Good wishes are extended to the 
Screen Advertising Association, 
until the beginning of this year a 
group of the A.S.F.P. and still 
affiliated to it. 
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Coronation Year ads. up 25 per cent in 
the first quarter 


PRESS DISPLAY REVENUE TOPS 
THE £13 MILLIONS MARK 
(CORONATION year press ad\ertising has got off to a 

fine start with an expenditure 25 per cent higher for 
the first quarter than for the same period last year, the latest 
issue Of Statistical Review of Press Advertising reveals. 


The actual! figure spent on press 
display advertising, £13,631,747. 
compares with £10,873.296 for 
the first quarter of 1952, and 
is only £418,000 less than that 
for the last quarter of 1952-—an 
exceptionally small — seasonal! 
decline 

Among surprising conditions 
revealed by the Review are a 
rise in expenditure by Govern- 
ment departments, and the fact 
that the derationing of confec- 
tionery has, with one exception, 
not stimulated a rise in the 
volume of press advertising. The 
exception is Mars, whose cam- 
paign for their chocolate confec- 
tionery reached the record figure 
of £90,884, more than fifty per 
cent of the quarter's aggregate 
for all brands. In addition, they 
led on sweets with a total of 
£12,700 for Spangles, 

By far the most heavily adver- 
tised of all commodities in the 
press has been petrol, which leapt 
from £264,599 in the final quarter 
of 1952 to £606,792 in the first 
quarter of this year, (Branded 
petrols were introduced” on 
February 1.) 

Contributions by — individual 
brands are described as “stagger- 
ing.” The Shell figure, £145,799, 
is far above that of any other 
product of any sort listed. Esso 
came next with £103,902. To- 
gether with motor oil advertising, 
the quarter's figure was £710,694, 
only 7 per cent less than the tota! 
recorded for the whole of the 
peak pre-war year of 1935 


More for cars 


Under the heading of Govern- 
ment advertising, British Rail- 
ways accounted for £81,970 and 
National and Scottish Savings 
for £53,802. 

Car advertising, with a total 
expenditure for the past three 
months of £207,438, was some 
£44,000 more than for the first 
quarter of 1952. Chief contri- 
butors were Ford (£47,142), Hill- 


man (£28,511), and Humber 
(£16,124). 

In the household soap and 
detergent field, the leading 


spender was Tide, with £114,556; 
Persil, with a total of £105,740, 
being not far behind. In spite 
of a slow start, the quarter's 
spending of £502,647 compared 
with £450,259 in the preceding 
quarter and £348,177, in the 
opening quarter of 1952 

At £48,538 the past quarter's 
total on shaving creams and 
soaps was the biggest for some 
considerable time, owing largely 


oo a 


to the £18,596 spent on Gibbs’ 
Easy Shaving Stick and Lather 
Cream. The decline in dentifrice 
approoriations customary in the 


mid-winter months was not so 
marked as in some previous 
years. Colgate were again at 


the ton with the figure of £48,691, 
ome £5,000 more than in the 
previous quarter. 

The intense activity in canned 
and dried vegetables advertising 
continued, beating the December 
1952 quarter's total of £111,486 
to reach £144,614. Once again, 
Batchelors was the dominating 
brand, devoting the impressive 
figure of £52,155 to canned peas, 
and an additional! £16,154 to com- 
posite advertising of their pro- 
ducts 


Coffee essence record 


Ihe quarter has seen an excep- 


tional spate of coffee essence 
advertising, which stood at 
£112.531, as compared with 


£80,556 in the preceding quarter 
Nestlé, remaining easily top of 
the field with £43,305 for Nes- 
café, also spent £16,252 in 
February and March on launch- 
ing Ricory 

Ihe fact that the volume of 
advertising on dog and cat 
foods, standing at £53,812, was 
more than four times the figure 
for the first quarter of 1952, is 
due almost entirely to one firm, 
the manufacturers of Kit-E-Kat, 
Lassie, Chapnie, and Whiskas, 
with a total of £20,763. 

Travel advertising continues to 
increase Travel agents spent 
£199,786, as compared with 
£153,086 for the first quarter of 
1952. British Railways total of 
£81,970 compared with £54,430 


COMPARISON OF THE QUARTER’S SPENDING 


London Mornings 

London Evenings 

National Sundays 

Provincial Dailies 

Provincial and Suburban Weeklics 
Magazines 

Technical 

Trade 


Total | £1087 12065 Ll 4,631,747 
| 
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PRESENTATION 


MARKS SCHWEPPES’ 


HISTORIC AD. 


LOOKING AHEAD-FOR FIFTY YEARS 


Schweppes, famous in advertis- 
ing for their new geography, turn 
to history in a double page ad- 
vertisement in Picture Post. 

Straightforward in composition, 
the advertisement shows, in full 
colour, a large volume lying open 


against a background of hand- 
somely bound books Under- 
neath is the simple caption 


“Schweppes present their humble 
duty to Her Majesty on the occa 
sion of her Coronation.” 

The pages of the open volume 
record the history of the future. 

Hubert Phillips has written for 
Schweppes this account of “The 
New Renaissance 1953-2003" 
Britain’s story over the next 50 
years, The theme is outlined at 
the head of the page-—‘‘The reign 
of Elizabeth Il Britain’s  re- 
covery attainment of world 
peace and security —material pro 


Television Advisory Committee 
report after Whitsun recess 


The Postmaster-General (Earl 
De La Warr) has received the 
report of the Television Advisory 
Committee and printed copies 
will be available as soon as Par- 
liament reassembles after the 
Whitsun recess. 

This was announced by Mr. 
L. D. Gammans, Assistant Post- 
master-General. in Parliament 
last week. He said that the 
names of applicants for licences 
for commercial TV would be an- 
nounced as soon as firm condi- 
tions had been decided and appli- 
cations had been confirmed. Until] 


frequencies available and the 
general conditions governing com- 
mercial broadcasting were an- 


nounced, the applications would 
be largely of a provisional] nature. 
Some of them were little more 
than inquiries. 

Asked if apolicants included 
the Daily Herald and the Man- 
chester Guardian. Mr. Gammans 
said he could not disclose that but 
he assured the House that there 
were newspapers of very widely 
differing political views who 
wished to have television stations 
of their own 


” 


gress- the ‘will to achieve’. . . 

This advertisement was designed 
and the presentation prepared by 
Clifford Bloxham & Partners Ltd., 
advertising agents for Schweppes 
mineral waters. A dummy set of 
books entitled “A New History 
of Britain” was made up by the 
book binding department of 
Novello Co., Ltd., for the occa 
sion, Typography was designed in 
consultation with Stanley 
Morison, 

Editor-in-chief of this opera- 
tion was F. C. Hooper, managing 
director of Schweppes. The pic- 
ture shows the presentation to Mr. 
Hooper of a framed reproduction 
of this advertisement by G. A. 
Cooper, advertisement manager 
of Picture Post. 


Publicity vital 
to tourist trade 
A. M'Clenahan, entertainments 


manager to Bangor (N.1) 
Borough Council, stated in his 
report on the holiday-making 
trade, that its value to the 


borough is not less than £600,000 
a year. 

Bangor was now mainly denen- 
dent on Scotland, the North of 
England and Eire for holiday- 
makers, and it was vital to publi 
cise their attractions in those 
areas, 

. 
New Fluorink colours 

Two new Fluorink matt fluores- 
cent colours are announced by 
Photocolour Laboratories Ltd 
They are Yellow 2D. a brilliant 
vellow devoid of any greenish 


tinge, and Red D, a deep red, 
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C. Anstice Brown receives 


the London Club Cup 


C. Anstice Brown, former 
director of the Institute of 
Incorporated Practitioners in 
Advertising, gave three reasons 
for his pleasure in receiving 
the Publicity Club of London 
Cup at the Mansion House last 
Thursday. 

It was awarded by a Club that 
in its 40 years’ history had done 
a great deal to spread a know! 
edge of the functions and im 
portance of advertising among 
the regrettably large number of 
people who knew nothing about 
it, 

As president of the Club the 


declaring his 
importance of ad- 


Lord Mayor was 
belief in the 
vertising; and 

The award was a_ public 
acknowledgement of the value 
and importance of the LIP.A., 
which for the past 25 years he 
had endeavoured to serve 

The citation of the award was 
read by the Lord Mayor, Sir 
Rupert De la Bére, M.P., before 
presenting the Cup to Mr. Brown 

“One of the leaders in our 
business” was how the recipient 
was described by Ivan Luckin, 
the Club's chairman 

No fewer than 207, a record 
number, attended the subsequent 
luncheon to the Lord Mayor, 
with whom was” the’ Lady 
Mayoress, at the Café Royal 

‘The importance of advertising 
as an essential part in_ the 
economy of recovery was stressed 
by Mr. Luckin. 

“When our scientists, manufac 
turers, and craftsmen have done 
their best,” he said, “there yet 
remains the need for advocacy by 


— tl 3 See 


Members of the East Anglian Publicity Club with their hosts on a visit to Shell Haven in the Thames estuary. 
Banks, Eastern region publicity 


The visit was arranged by 


advertising in the markets of the 
world.” 

Advertising men and women, 
by their skill in publicity and 
public relations, would inspire 
the minds and hearts of men to 
new endeavour 

Mr. Luckin also mentioned 
that the Club was now preparing 
a two-year develonoment vlan, He 
thanked the social committee 
under the chairmanship of J. H. A. 
Cocks for organising the lunch, 
and those who had con 
tributed the printed programme 
which carried a silhouette of a 
Lord Mayor in gold on the front 
and 4a map of London in gold as 
a background to the menu, Its 


Gilbert Harding will be the guest 
of honour at the Publicity Club of 
London's Public Speaking Dinner to 
be held at the Connaught Rooms on 
Friday, June 19. A record attend- 
ance is expected and Club members 
should make early application for 
tickets—price 22s. 6d. each. 


producers were: creative, John 
Walsh (Saward Baker & Co., 
Ltd.); blocks, Gee & Watson Ltd.; 
typesetting, C. & E. Layton Ltd; 
paper, Spicer Bros. Ltd; printing, 
The Curlew Press. 

In acknowledging Mr. Luckin’s 
proposal of the toast of the 
president, the Lord Mayor spoke 
of the great success that had 


attended his Flood Relief Appeal. 


Discussing the new Layton type face 
cabinet at the Regent Advertising 
Club are Ueft to right) Cecil Meyer 
the designer, and three of the club's 
officials, Brian Baker (honorary 
secretary), C. D. Notley (chairman) 
and G. M. B. Tyas (assistant honor- 
ary Secretary). 


Li) 5 Cees 
Pe 


representative for 


Officers and Council of the Berks & Bucks Publicity Club, elected at the 


annual general meeting in Slough. 
(vice-presidents), J. V. White 
M. T. Friend (hon. secretary) 
flan Taylor (hon. treasurer), P 
Hubble and J. Derry 

La ey R. 


Sitting from left: 
(president), lan F. 
Standing from left 
J. Halsey 


(vice-chairmen), 


A. Bitton, H. Shalson 
Buchanan (chairman), 
H. J. Stentiford, W. 
(vice-president), E. Jones, E. 
D. Dailey, N. Groome, E. Dacre 


G. Battson. 


On the Publicity Club of Glasgow's golf section outing to Gleneagles, the 


Kemsley Cup was won by 
score of B3—S§ 78. 
behind andthe 


captain Allan 


Fred Greenhill, the 
Picture shows members of the golf section standing 
McLundie 


Club treasurer, with a 


(right) congratulating Fred 


Greenhill. 


Birmingham 


Langton Iliffe is new president 


The Hon. EF. Langton Iliffe was 
installed as president of the Birm- 
ingham Publicity Association at the 
annual meeting. He succeeds T. ¢ 
Gough who, in investing Mr. Lang- 
ton Hliffe with the badge of office, 
said that the name Hliffe was a tradi- 
tion in the publishing and advertis- 
ing world 

The new president said that the 
next twelve months would be most 
interesting as far as the publicity 
world was concerned. The press 
had a litthe more freedom, restric- 
tions were going, and there was the 
advent of that interesting thing, 
sponsored — television “Goodness 
knows where that is going to take 
us.”’ he said. “I think life is going 
to be rather exciting in the future.” 

The other officers elected were 
Vice-presidents-H. C. Longley, 
F. L. Johnson, EF, M. Clayson, B. J 
Keen hon. vice-presidents: F. B 
Lane, H. W. Voigt; hon, secretary 


Shell-Mex 


and the party was welcomed at lunch by N. E. Jones, training manager 


and B.P. Lid, 


R. Heath; 
Brealey. 

New members of the Council 
elected were: K. H. Askew, K. W. 
Bailey, J. W. Bragger, J. A. Carney 
Smith, H. Hatton, G. Hitchins, 
W.H. King, FE. Luscott-Evans, Miss 
M. K. Maidment, and W. A, Pike. 

Associates elected to serve on the 
Council were: Miss J. B. Whittaker, 
I. R. Gough, J. A. Black. 

The Longley Merit Cup for out- 
Standing service to the Association 
was presented by Mr. Langton Iliffe 
to W. G. Appleyard. 


hon. treasurer: H. N., 


London Club 


barges in 


The Publicity Club of London 
may have its own barve in the 
Royal River Pageant on Wednes- 
day, July 22. 

“Imagine me,” said 
Luckin, chairman, at 
luncheon last week, 
Flizabethan captain, 
precariously on the bow. 
be happy to fall in (laughter). . . 
s with this suggestion.” 


Ivan 


Hull 
Advertising quiz 


An advertising quiz at the May 
luncheon of Hull Publicity Club 
proved a popular diversion. Mem- 
bers of the panel were: Fllis F. 
Hopper (advertising agencies), J. W. 
Hallowell (newspapers), Peter J. F. 
Brown (process engraving), G. H. 
Shephard (printing) and John 
Hartley (screen advertising). 
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+ & Journal of Club Mews and Advercnung Tapas « 


The newly-designed cover of the 
Newcastle Club's printed monthly 
magazine “News Digest.” 


Dublin 


New officers 

Horace Denham has been clected 
chairman of the Advertising-Press 
Club, Dublin. Other officers for 
1953-4 are: Vice-chairman, Arthur 
Thomas; hon. secretary, Thomas 
Milner; hon. treasurer, Alan Max- 
well; council: Miss M. Fox and 
Miss W. Stacey; J. Briggs, David 
Luke, Peter Owens and P. D. 
Rackow. 


Gordon Clarke installing Horace 
Denham as chairman of the Adver- 
tising-Press Club, Dublin. 


Manchester 


Champagne lunch 


A Coronation champagne lunch 
will be held by the Manchester 
Publicity Association at the Café 
Royal, Manchester, on Wednesday, 
June 10. 


Cuttings agencies’ 
federation 


An International Federation of 
Press Cutting Agencies—-the Fédéra- 
tion Internationale des Bureaux 
d'Extraits de Presse (F.LB.E.P.) 
has been formed. 

Nineteen agencies from nine dif- 
ferent countries attended a congress 
in Paris, Great Britain being repre- 
sented by the heads of the three 
leading agencies, G. A. Durrant- 
Wright, of Durrant’s Press Cuttings. 
S. Podro, of the International Press 
Cutting Bureau. and P. Morgan, of 
Romeike and Curtice. 

It was suggested that there should 
be an international agreement on 
prices, but the English delegation 
refused to be party to any such 
cartel, 
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Sales analysis in Distribution 
Census coverage 


fe of coverage to be given in the full reports on the 
1950 Census of Distribution are disclosed in an article which 
will appear in the Board of Trade Journal this week-end. 


The final report will be pub- 
lished in three — successive 
volumes, during this year. 

The first volume of the final 
report will deal with the catering, 
motor and certain service trades, 
such as hairdressers and repairers 
working for the general public, 
as well as the retail selling estab- 
lishments which were included in 
the Short Report published in 
January. The arrangement of this 
volume will be primarily geo- 
graphical. For each town of 
25.000 or more inhabitants in 
Great Britain there will be a 
separate table showing a list of 
kinds of business with the num- 
ber of establishments in each and 
information about the sales, num- 
ber of persons engaged and wages 
and salaries paid. 

For larger towns the analysis 
by kinds of business will be 
more detailed, and the very largest 
will be shown in practically the 
same degree of detail as was used 
in the Short Report, with catering, 
motor and service trades in addi- 
tion, Similar tables will be given 
for the English conurbations, 
viz.: Tyneside, West Yorkshire, 
West Midlands, South-East Lan- 
cashire and Merseyside, as well as 
Greater London. 


Personnel breakdown 


There will be summary tables, 
as in the Short Report, but with 
the addition of the catering, 
mowr and service trades, for 
Great Britain, and the. standard 
regions, 

For each administrative 
county the total number of 
establishments with total sales, 
number of persons engaged 
ind wages and _- salaries 
paid will be shown, and 
similar particulars will be 
given for each town with 
population of 2,500 and over 
within the county. Only total 
numbers, without distinction 
by the kind of business, will 
be given for the counties and 
for the towns with less than 
25.000 inhabitants. 

In all the tables in this volume 
the number of persons engaged 
will be shown divided into full 
and part-time workers. Working 
proprietors and unpaid family 
workers are included in_ the 
persons engaged as wel] as paid 
employees. 

A second volume, covering the 
same trades as the first, will be 
devoted to much more detailed 
analyses, partly in expansion of 
the information given in the 
Short Report, and partly devoted 
to other aspects of distribution. 

Information on the size and 
structure of establishments in the 
main kinds of business will be 


given by tables in which estab- 
lishments in each kind of business 
will be grouped according to 
amount of sales and according to 
number of branches This 
analysis will be given for Great 
Britain, for each of the standard 
regions and for towns grouped 
by size of population 

Information will be given show- 
ing the number, turnover and 
other particulars of businesses 
conducted otherwise than in a 
fixed shop, e.g. by market stalls, 
street traders and mail order 
houses. 

Total sales in each kind of 
business will be analysed to show 
how much arises from the sales 
of goods, from the provision of 
meals and from services such as 
repair work. 


Sales in commodity groupings 


Only the larger businesses with 
sales exceeding £5,000 were re- 
quired to give figures showing the 
takings for each group of goods 
sold. Every organisation for which 
this information is available will 
be included in a table showing 
to what extent organisations 
which have been placed jn a given 
kind of business sell goods appro 
priate to other kinds of business 
In particular, this table will show 
the amount of sales in different 
commodity groups made by such 
general businesses as department 
stores and varicty stores. 

The third volume will be 
devoted to the wholesale trades 
Figures will be published for a 
number of towns and for the 
standard regions, giving the num 
ber of establishments, the sales 
handled, the persons engaged and 
the wages and salaries, with all 
the detail the numbers permit 
about the kind of goods sold and 
the method of trading 


A.A. CORONATION 
LUNCHEON 


Australian and New Zealand 
notabilities will attend the Coron- 
ation luncheon of the Advertis- 
ing Association in addition to 
R. G. Menzies, Prime Minister of 
Australia. The luncheon is to be 
held at the Dorchester on Mon- 
day, June 8. 

Guests of the president, E. J. 
Robertson, are Sir Thomas White, 
High Commissioner for Australia, 
and Lady White, and = Sir 
Frederick W. Doidge, High Com- 
missioner for New Zealand, and 
Lady Doidge. 

The Agents-General for South 
and West Australia, Tasmania 
and New South Wales will also 
be present, 

Weeklies and the 
newsprint ration 

Sir Arthur Salter, Minister of 
Materials, will be asked in the 
Commons on June 22 by John 
Rodgers, M.-P. (a director of the 
J. Walter Thompson Co., Ltd.), 
how much extra newsprint would 
be required to end rationing and 
when he anticipates he will be 
able to decontrol newsprint 

He will also ask the Minister 
how many weekly — provincial 
newspapers are not taking up 
their ration. He also wishes to 
know the total annual cost of 
the newsprint division of the 
Ministry and the size of the staff 


Ad. tie-ups with 


. 
seaside resorts 

Full page features on seaside 
resorts, supported by local ad- 
vertisers have been introduced by 
the Daily Sketch. 

Last Saturday they published 
a whole page devoted to 
Brighton The route from 
London to Brighton was shown 
In addition to Brighton adver- 
tisers a garage and a restaurant 
on the road to Brighton took 
space. 

Clacton was the subject of a 
whole page on Whit-Monday and 
other resort tie-ups are to be 
published at intervals. 


NEW GUIDE TO OFFICE EQUIPMENT 


On the occasion of the Corona- 
tion Business Efficiency Exhibi- 
tion, opening at Olympia on Tues- 
day, June 16, Business, Journal 
of Management in Industry, will 
publish a special 124-page Guide 
to Office Equipment containing a 
complete stand-by-stand review 
of the exhibits. a map of the exhi- 
bition hall and four comprehen- 
sive lists of manufacturers and 
suppliers. The Guide will be sent 
post free to annual subscribers: 
other copies may be bought from 
the publishers, Business Publica 
tions Ltd. 180 Fleet Street, 
London, E.C.4, at 2s. 6d. each 
post free 

The exhibition is to be adver- 


tised in 118 publications, includ- 
ing twelve national and London 
evening newspapers, 66 weekly 
newspapers in the Greater 
London area, and 40 business and 
professional magazines. Over 
1.400 posters will be used in the 
Exhibition’s publicity campaign. 

Organisers are the Office Appli- 
ance and Business Equipment 
Trades Association, Advertising 
agents are Mather & Crowther 
Ltd 

To coincide with the opening of 
the exhibition the Financial 
Times will be publishing a four- 
page special supplement on office 
equipment and its aims and 
objects. 
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ADVERTISER’S WEEKLY 


E. H. Hull joins 


‘Herald’ board 

E. H. Hull has been appointed to 
the board of the Daily Herald, 
filling the vacancy created by the 
death of Arthur Phillips whom he 
succeeded as advertisement director. 

Mr. Hull entered Fleet Street in 
1904 as a 
nember of the 
advertise ment 
department of 
the Daily 
“hronicle, and 
was appointed 
idvertisement 
repre sentative 
f that paper 
in 1908. In 
the same year 
he became 
assistant sec 
retary of the 
Association of 
Advertisement 
Managers of 
the Provincial 
Press, afterwards renamed the Press 
Advertisement Managers’ Associa- 
tion, and held this’ position for 
over 20 years, 

In 1924 he transferred to Lloyds 
News and in addition represented 
the Provincial Newspapers Group, 
the Edinburgh Evening News, 
Grimsby Telegraph and Northamp- 
tou Chronicle in London, 

He joined the Daily Herald in 
1930 and was appointed advertise- 
ment manager in 1944. He became 
advertisement director in July 1952. 

his year he was elected chairman 
of both the N.P.A. main adver- 
tisement committee and the N.P.A. 
Newspaper Society joint advertise- 
ment committee, 

* 


* * 
Stanley M. Ponton has been 
elected a director of Spottiswoode, 
Dixon and Hunting Ltd. He was in 
the London office of the Glasgow 
Evening Citizen before joining S. H. 
Benson Ltd. in 1929. He went to 
Spottiswoode, Dixon & Hunting in 
1935 and was appointed space buyer 
and manager of the press contracts 
department in January 1951, 


Export executive 
for Royds 


Stuart C. Kerr has been appointed 
export executive of G. S. Royds Ltd. 
In pre-war days, Mr. Kerr was in 
the export drive as overseas repre- 
sentative for Western Europe and 
the Middle East for a British 
mechanical engineering company, 
After six years of war service as a 
naval officer, he became overseas 
marketing executive of the Dutch 
Petroleum Persgas Fabriek Nv. His 
sales territory stretched = from 
Morocco to tran, from Holland to 
the Persian Gulf. 

* 


* * 

George Wilkinson, who recently 
resigned from the position of adver- 
tisement manager of Toy Trader & 
Exporter after 34 years with that 
journal, has been appointed organis- 
ing secretary and general manager of 
the fifth Harrogate Toy Fair which 
opens in January 1954. H. Richard 
Simmons, managing editor of 
Games & Toys, will again be in 
charge of the Fair's publicity. with 
Herbert Harris as press officer. 


After more than 23 years with the 
advertisement department of the 
Christian Science Monitor, Freddie 
Chambers has been appointed to 
represent the interests of the Tom 
Broad Litho Company Ltd., of 
Clerkenwell, specialists in colour 
printing. 

* * * 

Miss Jayne Seabrook, of the space 
department of V. Pethick Ltd., is 
leaving at the end of this month to 
join Service Advertising Ltd. as 
assistant to W. Russell, chicf space 
buyer. 

* * 

A. S. Damery, space representa- 
tive with the British-Continental 
Trade Press Ltd., publishers of 
Carpet Review, Wool Review and 
other journals, has been appointed 
advertisement manager. 


Luncheon for 
industrialists 


The enterprise of a publisher of 
trade papers was acclaimed by 130 
top industrialists at the Savoy Hotel 
last week. F. C. Millington, chair- 
man of Millington Publications Ltd., 
publishers of Australia, New 
Zealand and Far East Trade and 
surveys of the West Indies and West 
Africa, had organised his annual 
luncheon for Far Eastern merchants 
and industrialists. 

His object is to give industrialists 
from overseas an opportunity of 
meeting the big names of industry 
in this country. This year’s luncheon 
also included a number of represen- 
tatives from Australia, New Zealand 
and, for the first time, a_ visitor 
from Communist China. 

Speeches on the problems of im- 
proving trade relations were given 
by an Australian manvfacturing 
chemist, an overseas sales manager 
of a British firm of pottery manu- 
facturers, a representative of LC.1. 
in China, the managing director of 
Shell in Australia, and by one of 
this country’s leading fish canners. 

Sir Harold West, managing direc- 
tor of Newton Chambers, thanked 
Mr. Millington for again organising 
a luncheon at which so many diverse 
and interesting views on. current 
trade problems could be expressed. 

* * * 


Hugh Thornborough, menaging 
director of Charles F. Higham Ltd., 
has returned from a six weeks visit 
to the United States. 

* * * 

A. Robert Rose has joined J. G. 
McCallum & Company, Edinburgh, 
advertising agents, as studio man- 
ager. 


At the 2\st anniversary party of 
Smee's Advertising Ltd. E. A. Smee, 
managing director (left), welcomes 


Sir Patrick Gower, = chairman, 
Charles F. Higham Ltd. (See Mainly 
Personal, page 438.) 

- 


* * 

John Bell, an Edinburgh Scot, 
has been appointed a director of 
Charles Walls & Partners Ltd., 
Bradford advertising agents. Mr. 
Bell served his apprenticeship in the 
studio of a well-known’ colour 
printer, and later “migrated” to 
England where he entered the 
agency world. Since then his time 
has been divided between agencies 
and printers in London, Leeds, and 
Bradford. He has been with Charles 
Walls & Partners Ltd., Bradford, 
for 15 months. 

* * 

At the annual general mecting of 
Associated Irish Newspapers, organ- 
isation of the provincial press on 
both sides of the Border, W. H. 
Swan, of the Northern Standard 
(Monaghan), was elected president; 
Cc. J. Kenealy, of the Kilkenny 
Journal, vice-president; and J. F. 
O'Hanlon, of the Anglo-Celt 
(Cavan), hon. secretary. 

Execulive committee 
elected were : 

Ulster: Mrs. F, E. McCarroll, 
Derry Journal; L. D. Lynch, Derry 
People; Cecil A. King, Donegal 
Democrat (Ballyshannon); C. G. 
Townsend, People’s Press (Sligo): 
and a representative to be named 
by the Newtownards Chronicle 

Munster: Lt.-Col. M. Gantley, 
Nenagh Guardian; D. Nolan, 
Kerryman (Tralee); J. Kelly, 
Limerick Leader; 5. J. Walsh, 
Munster Express (Waterford); Miss 
K. C. Long, Tipperary Star. 

Leinster: C. F. O'Donoghue, 
Drogheda Independent; L. D. 
Bergin, Nationalist and Leinster 
Times (Carlow); W. M. Corcoran, 
Free Press (Wexford); J. L. Fanning, 
Midland Tribune (Birr); E. M. 
Keane, Kilkenny People. 

Connacht: Mrs. O'Reilly, Con 
nacht Tribune; Patrick Dunne, 
Leitrim Observer; P. Nerney, Ros- 
common Herald; W. D. Peebles, 
Sligo Independent; C. G. Townsend, 
Sligo Champion. 

Nearly sixty newspapers are 
members of A.I.N. and Miss Marion 
Lavery is the secretary. 


members 


S.C. Kerr 


F. Chambers 


John Bell 


May 


28, 1953 


OBITUARY 
Lt.-Col. Perey 
C. Burton 


Lieutenant-Colonel Percy Colling- 
wood Burton, chairman of the 
World’s Press News Publishing 
Company, died at his home in 
Hertfordshire on Wednesday of last 
week at the age of 73 

Married to a sister of the late 
Lords Northcliffe and Rothermere, 
Col. Burton has had close connec- 
tion with the newspaper field for 
over 50 years. He worked for North- 
cliffe and he founded the advertising 
agencies of P. C. Burton & Co. and 
St. James's Advertising Co., which 
were later incorporated in L.P.E. 
of which he was for many years a 
director and vice-chairman. 

He retired from the business in 
1936, when his Fleet Street friends 
to the number of 400, headed by 
Lord Hewart. gave him a comphi- 
mentary dinner. He then acquired 
an interest in the World's Press News 
and associated publications, which 
he maintained to the end of his life. 

Born in 1879, he came from his 
native Ireland with a_ scholarship, 
and continued his education in 
England. He served in the South 
African war (he was taken prisoner 
and escaped through a tunnel, nar- 
rowly escaping asphyxiation) and 
was awarded the Quecn’s medal 
with three clasps. His services dur- 
ing the 1914-18 war were mentioned 
in dispatches and he was awarded 
the O.B.E. in 1919. During the last 
war he was Chief Military Welfare 
Officer for Hertfordshire, and was 
appointed a Deputy-Licutenant for 
the county. 

It was on his return from South 
Africa that he joined the Harms- 
worth brothers. working mostly 
under Cecil, later Lord Harms- 
worth, 

A scratch golfer in his younger 
days, he was prominent in the golf 
world. He was elected president of 
the English Golf Union in 1936 and 
again in 1937, and was permanent 
president of the Hertfordshire Golf 
Union. 

His widow, two sons and two 
daughters survive him. His son 
Basil recently joined the board of 
World’s Press News and of Photo- 
graphy (Press Centre). 


A. F. Boreham 


The death has occurred at the age 
of 53 of Austin F. Borcham. Adver- 
tising manager, for about 25 years, 
of Burroughs Adding Machine Co., 
Lid., whom he represented in the 
British Direct Mail Advertising As- 
sociation and the Incorporated 
Society of British Advertisers. He 
transferred to other duties with the 
firm, owing to illness, at the end 
of 1950. 


Stuart Hampson, former pro- 
prietor and editor of the Salford 
City Reporter, is the new national 
chairman of the British Legion. 

* * 

Two members of the staff of 
Tresises (Printers) Ltd., Burton-on- 
Trent, have been appointed directors 
of the company. They are A. P. 
Richardson, the company’s secretary, 
and A. Richins, works manager. 

* * * 

C. J. Wynne-Williams has joined 
Clifford Bloxham & Partners Lid 
as an account executive. He was 
formerly sales manager of High 
Duty Alloys Ltd., and sales and 
publicity manager of Southalls 
(Birmingham) Ltd. Another new- 
comer is Susan Roberts, previously 
a campaigns manager at L.P.E. 
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May 28, 1953 ADVERTISER'S WEEKLY 


Every week one family out of every three in 
Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,128,887, 
the Sunday Pictorial goes into millions of 
homes all over the country. It is read by 
p>, . every adult member of the family on the best 
ry advertising day of the week —the day they 


4g . have time to read advertisements at leisure, 


PB 3 
e es & : af and sales messages sink in. 
person im. SWS ao inthe sunday: 


Space in the Sunday Pictorial is exceedingly 


< economical, too. Compared with 1939, its 
/ 


square inch per thousand rate has increased 
much less than that of any other Sunday 


newspaper. 


reads the SUNDAY PICTORIAL every week 
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ADVERTISER'S WEEKLY 


One of the longest advertise- 
ment displays ever erected for 
British Railways covers a dis- 
tance of 198 feet in the Euston 
Road, London, obscuring much of 
the war damaged frontage of 


412 


Somers Town goods depot, Its 
centrepiece is an animated illumi- 
nated advertisement for Black- 
pool. 

The metal faced timber fram- 
ing is fixed to scrap railway lines 


Budget for house organs 
must not be skimped 


INDUSTRIAL 
EDITORS CONFER 


If the house journal is to com- 
pete, as reading matter, with the 
popular daily press, the editor 
must have an appropriation that 
will allow him to do the job 
properly. 

This analysis of the situation 
was given by Gordon Long (of 
LC.1. public relations) at the 
British Association of Industrial 
Editors’ fourth conference at 
Hastings. 

“Any old ‘drip’ is not good 
enough copy for the house maga- 
zine,” he said, “The house 
journal, as reading matter, has to 
compete with the popular daily 
press, the illustrated weeklies, 
and, in fact, with the people's 
favourite literature, and it has to 
do that while eschewing sex, 
politics, crime, and many topics 
which appear to have the greatest 
interest to the British public.” 

The editor should be able to 
commission good art work. 
Ideally, he should be able to use 
colour, Management must be 
prepared to help the editor in 
digging out facts, within the 
limitations that security allowed. 

“On the day of issue, copies 
of many house journals could be 
seen littering the roadsides just 
beyond the factory gates; many 
more were to be fuund the same 
day in buses, trams and public 
lavatories, There was a measure 
of failure,” said Mr, Long, 


Esprit de corps 

“The magazine should go 
home with the men. It might be 
an idea to post it to their homes 
so as to avoid loss through care- 
less handling.” 

Earlier, Mr. Long had said that 
the basic objective of the house 
journal was to produce a feeling 
of esprit de corps. Wt sought to 
make people feel that they “be- 
longed.” The inculcation of work 
satisfaction must be one of its 
main targets. The ingredients of 
work satisfaction were security, 
consultation, the relation of pay 
to effort and skill, incentives, job 
selection, working amenities; and 
articles which threw light on the 
company’s activities in each of 
these fields could be made to 
figure at length in the house 
magazine. 

The conference heard specific 
aspects of house journal produc 
tion discussed by Derrick Knight 
(chief photographer, Shell Photo 
graphic Unit) and Stuart Rose 


(free-lance 
signer). 
Mr. Knight claimed that photo- 
graphy, formerly complementary 
to the written world, had become 
a medium very much on its own 
feet. In many countries, especi- 
ally in America, one was begin- 
ning to meet the photo essay, 
which was purely a series of 
photographs with captions in 
which the written word was 
almost superseded altogether, 


Higher standards 

Stuart Rose, who spoke on 
“The Use and Mis-use of Type,” 
said there was a growing demand 
for a_ higher typographical 
standard, and up tll now that 
demand had been met outside 
the industry, Advertising agents, 
large industrial and commercial 
concerns, publishers, magazine 
proprietors, all had their typo- 
graphical designers, producing on 
the whole the high standard of 
design which the printer, as a 
contractor, printed. But printers 
who employed their own de- 
signers could be counted on one’s 
fingers. 

“If you want to make the best 
use of your paper, take profes- 
sional advice, either from a free- 
lance designer or from a printer 
who knows what design means,” 
Mr. Rose advised. 

The good wishes of the 
Ministry of Labour and National 
Service were expressed by Haroid 
Watkinson, M.P., Parliamentary 
Secretary to the Ministry. He 
paid tribute to the way in which 
members of the Association, 
through their various house 
journals, were encouraging the 
development of good human 
relations in industry and con- 
tributing to the country’s pros- 
perity. 


typographical  de- 


Ads. inside buses 


. . .* 
in Birmingham 

Birmingham's buses, which at 
present carry advertising on the 
outside, will in future have in- 
terior advertisements as well. 
This decision was reached at a 
meeting of the City’s Transport 
Committee at which methods of 
reducing the department's daily 
loss, recently estimated at £1,000, 
were discussed 

No details of income expected 
from the new source were dis- 
closed but it has been estimated 
that exterior advertising will 
bring in £47,187 in the first year, 
£56,964 in the second, and £58,984 
in both the third and fourth 
years. 


deeply embedded in the concrete 
foundations of old warehouses. 
Rakers could not be used be- 
cause the area behind the hoard- 
ing is required for the movement 
and stabling of road vehicles 


ONE OF THE LONGEST AD. DISPLAYS EVER ERECTED FOR BRITISH RAILWAYS 


May 28, 1953 


The work of construction and 
erection was carried out by 
R.B.K. Associates Ltd. to the 
requirements of the London- 
Midland region public relations 
and publicity officer. 


This display won £50 for Owen Owen Ltd., Liverpool, as \st prize, Class B, 
in the ‘Eagle’ National Window Dressing Competition. 


It’s being so 
cheerful that 


keeps... 

Mr. Bevan is still at it... . 

He told the Infantile 
Paralysis Fellowship last 
week that the press was reluc- 
tant to publish stories about 
polio and other unpleasant 
aspects of life, 

There were people, he said, 
who thought newspapers 
should print only cheerful 
news, otherwise readers be- 
came depressed and adver- 
tisers were “browned off.” 


Douglas Glass looks 
at celebrities 


For four years, one-time painter 
Douglas Glass has contributed a 
camera portrait study of some con- 
temporary celebrity from church, 
literature, the arts and sciences, 
politics, each week to the Sunday 
Times. Almost a hundred of the 


original prints exhibited at the 
Kodak Galleries, Regent Street, 
London, will greatly enhance 


Glass’s professional stature (writes 
John Heron), for there is no com- 
parison between these masterly 
originals and the reproductions to 
which we have become accustomed. 
Half-tone blocks even on good 
newsprint cannot retain the subtleties 
but can only give an impression of 
the original. The quality of print- 
ing throughout the exhibits is, as 
one expects from Kodak, striking. 
Bromesko warm tone paper has 
been used, in all cases. 

The show is rich and satisfying 
in quality and variety; surely no 
lovelier picture has been taken of 
Claire Bloom? Few more expressive 
hands than George Balanchine's 
have been photographed. And, if 
you want “the latest,’ there is a 
cunningly lit portrait of Osbert Sit- 
well which is so stereoscopic that it 


could safely be labelled “3-D.” 


Wanted-good 


selling phrases 


The graveyard of many a 
national advertising campaign 
can be located behind the shop 
counter, states the Bulletin of the 
British Sales Promotion Associa- 
tion. In the majority of shops 
the dealer does little to create a 
demand except for possibly a dis- 
play of the goods or a printed 
showeard, 

“Ass.sting the dealer to move 
the goods is becoming more and 
more the responsibility of the 
sales mromotion man,” states the 
Bulletin. 

“The lack of salesmanship in 
shops has never been so evident 
as it is to-day. In every trade and 
district sales are being lost for 
the want of a little guidance and 
training. Sales promotion can do 
so very much more in this field 
by seeking out and thinking out 
actual ideas that have sold or 
will sell and relaying them to the 
receptive dealer. 

“Good selling phrases to help 
move dealers’ stocks are more 
important that some of the addi- 
tional lines that many manufac- 
turers are sO insistent upon intro- 
ducing into an already well- 
supplied market,” it declares. 


. 
He spoke in a dual 
. 
capacity 

When addressing the May meet- 
ing of the Radio Industries Club 
of Yorkshire, W. M. York, executive 
director, E. K. Cole Ltd., spoke in 
his dual capacity as chairman of 
the publicity committees of both 
the Radio Industry Council and the 
British Plastics Federation. He 
discussed the varied uses made of 
plastics in the manufacture of 
radio and television and in industry. 
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Advertise in the 


NEWS CHRONICLE 


for QUICK 
RETURNS 
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WT Ads. for Royal occasion 


TIME TO RE-THINK 


Decision of the Parnall (Yate) 
group to set aside a reserve of 
£100,000 to cover “abnormal” 
advertising is one that other 
industries might well emulate. 

Many advertisers tend to be too 
rigid in their approach to the 
problem of advertising expen- 
diture. One suspects that their 
policies are determined by con- 
siderations of accountancy 
rather than by those of sales- 
manship. Their appropriations 
are related to past turnover and 
not, as would appear rational, 
to the sales forecast. 

In consequence, when production 
is stepped up and there is need 
to increase sales in proportion, 
the sales effort may be im- 
peded by lack of an adequate 
volume of advertising support. 

Establishment of an advertising 
reserve makes it possible 
readily to adapt this volume 
to the changing requirements 
of marketing strategy. 


Chances neglected 


Most of the vost-war restrictions 
on production and selling have 
gone. The buyers’ market has 
returned. The time has come 
for advertisers who have not 
yet done so to re-think their 
spending on sales promotion. 

Paul Bareau, writing in “Business 
Ahead,” the Saward Baker 
house journal, makes the point, 
which we have made before in 
these columns, that advertising 
outtay in Britain has failed to 
keep pave with the volume of 
trade to which it applies. 

Before the war about 1-5 per cent 
of the gross national income 
was represented by advertising 
expenditure, In 1952 the figure 
was less than 9 per cent. It 
follows, says Mr. Bareau, that 
many firms must have failed to 
adjust their advertising budgets 
to their increased monetary 
turnover 

This, he concludes and we agree 
with him -is neglecting oppor- 
tunities that exist for develop- 
ing new markets. 


Risk of ‘playing safe’ 
Firms that, like the Parnall (Yate) 
group, adopt an imaginative 
and resilient advertising policy 
can face competition with con- 
fidence. Where there are new 
markets, they will be in a posi- 
tion to exploit them. Firms 
that “play safe” all the time 
risk being beaten both by com- 
petitors and events. 


T. B LAWRENCE LTD. 


2,4 CLEMENTS INN, LONDON, W.C.2 


HEN in 1951 I came to 

this country as a -dele- 
gate to the International Ad- 
vertising Conference, | was 
tremendously impressed by the 
great effort expended on the 
preparation and construction 
of the Festival of Britain. 

The enthusiasm of the British 
people and of those connected 
both directly and indirectly with 
the Festival. and their determina- 
tion to make it a success, regis- 
tered forcibly on a visitor. 

But, since | arrived in London 
recently, | have witnessed a pro 
digious enthusiasm everywhere, 
and by almost everybody, in a 
national effort to make the Cor- 

onation = the 

most magni- 

‘ ficent  spec- 
tacle of all 
time. 

I realise 
that whilst 
the Festival 
of Britain 
was an ex 
perience 
which I 
thought 
could se] 
dom be ex 
celled, it 

seems now quite infinitesimal in 
comparison with the enormous 
amount of thought, energy, or 
ganising ability, and craftsman- 
ship, which is being put into the 
wonderful Coronation 
tions alone. 


” 


decora 


What, to me, is so impressive 
is that all this planning and pre 
paration is being carried through 
without fuss, with perfect compo 
sure, and with eagerness and en 
thusiasm by apparently every 
member of the community as 
though it were the natural thing 
expected of them. There does not 
appear to be one jarring note, 
even from. the usual harassed 
persons who normally have to 
deal with crowds and the hundred 
and one questions which are fired 
at them constantly by visitors. It 
is a Wonderful spirit. and one that 
will remain indelibly in the hearts 
and minds of overseas visitors for 
a very long time. 

Since my arrival, | have seen 
the evolution of some amazing 
and wonderful structures. I have 
seen the bits and pieces fit into 
position to form patterns which 
blend into” well-designed and 
uniform decorations. 

When one realises that all this 
decoration, the planning and 
organising of celebrations, extends 
to every town, village and hamlet, 


@ Extensive — press 


one is simply spellbound at such 
a colossal co-ordinated effor: 
The ingenuity with which 
British manufacturers have been 
capable of producing items to fit 
into the commemorative scheme of 
things, indicates abundant enter 
prise, but what has appealed to 


AAAI 


GUEST COLUMN 


by 
A. M. PATEL, 


managing director, Everest 
Advertising Ltd., Bombay. 
AMINE TI 


me more than anything else is 
the way advertisers, both local 
and national, have entered into 
the spirit of the Coronation 

[he humble shopkeeper and 
the large stores have devoted 
considerable thought and expen- 
diture, in relation to their capa- 
bilities, to make their shop-fronts 
and window-displays pleasing and 
topical, not so much—lI like to 
think—to display their goods, as 
to show that they are part of this 
wonderful organisation. 

Hardly an advertiser, either 
local or national, in the press and 
on the hoardings, has failed to 
prepare special material for this 


great event. The mental energy 
and the skill of the advertising 
men must have been sorely tried 
to think up all the various angles 
which tie up, both directly or tn- 
directly, the advertised product 
or service to the Coronation. 

The average overseas visitor 1s 
not unmindful of the many 
British qualities and traditions 
the vast experience of its mem- 
bers in every phase of life in al- 
most every country, the known 
craftsmanship of its workers and 
the enterprise of its manufac- 
turers. But the Coronation pre- 
parations have given many expert- 
enced travellers something of a 
surprise and have upset some 
preconceived notions about the 
British people. 

Many had thought the British 
take their pleasures too seriously, 
that they were severely practical 
and would not allow the tenor 
of their ways to be disturbed. 

Their participation in the 
Coronation is on so mighty a 
scale that it is, of itself, of new 
value throughout the civilised 
world. It has proved, once more, 
that whatever smal] differences 
may exist in daily life, on great 
national occasions the British 
nation stands united in its loyalty 
to the Crown. 


® The Herring Industry Board 
is to maintain its publicity 
efforts in the home market 
in the coming year but there 
will be a shift in emphasis 
and direction. More atten- 
tion will be paid to working 
demonstrations and _ films 
will be used more. 


publicity 
will be conducted by the 
White Fish Authority 
throughout the summer and 
and autumn. 


@ Plans for hard selling, home 


market publicity for cars 
will be delayed as a result of 
recent big successes in the 
export markets, particularly 
Canada. 


®@ Sponsored film strips—with 


“unobtrusive advertising” 
for use in schools are to be 
developed on a considerable 
scale. Their comparative 
cheapness is an attraction. 


@ The forecast is that Sinn 
Fein letters sent to Irish 
newsagents urging them not 
to handle Coronation issues 
of British publications will 
have little effect on sales. 


@ When commercial TV has 
been authorised, the Govern- 
ment will be pressed to per- 
mit sponsored radio. 


@ More outdoor  advertise- 
ments incorporating novel, 
crowd - attracting features 
are being planned following 
the successful introduction 
of a giant Daz ad. in 
Oxford Street which gives 
two messages with the aid 
of moving shutters. 


@ New sweet products, backed 


by extensive national adver- 
tising will be on the market 
soon. 
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ATLANTIC PACIFIC 


Sell the man at the top! 


He holds the key 


to world markets 


Reach him 
in over 100 countries 
through TIME International 


Business in world markets comes more readily to those 
who build recognition and prestige for their companies or 
products among the right people. Many British firms are 
doing this very successfully through the four editions of 
TIME INTERNATIONAL. Once a week these editions are 
read by more than 1,700,000 important men and women in 
over 100 countries outside the U.S.A. 92 out of every 100 
TIME INTERNATIONAL subscribers hold influential posi- 
tions in business, government and the professions. These 
are the people whose opinions or decisions influence the 
purchasing power of companies and the trade policies of 
nations. They can do more than any others to develop 
markets for your company abroad. 

You can buy advertising space in all four editions TIMI 
Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
American—or in the editions that cover the areas in 
which you are most interested. Full details from: The 
Advertisement Director, Time International, Time & Life 


Building, New Bond Street, London, W1 
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Launching a new product 


7 


Factors in determining the 
right selling price 


By W. A. C. COOPER, director, Foote, Cone & Belding Lid. 


DJRICING must be con- 
sidered in detail at the 
earliest stage in new product 
development because this is 
one of the main factors contri- 
buting to the product's success 
or failure and one which must 
be borne in mind continually 
throughout the planning. 

To state the problem simply, 
the Product Development Com- 
mittee have to find the price at 
which their company can afford 
to sell the product and, second, 
the price which the consumer ts 
prepared to pay for the same 
product. 

Henry Ford, on being asked 
how he decided the right price 
for his cars, once said: “The 
right price is not what the traffic 
will bear and the right wage 1s 
not the lowest sum a man will 
work for. The right price is the 
price the consumer will steadily 
pay and the right wage is the 
highest the employer can steadily 
pay.” Ford had continuing price 
reduction as one of his main 
aims, while still giving good 
value for money Generally, 
one can say that he tended to 
favour the approach of setting 
what was a good. selling price 
and then trying to improve 
manufacturing technique to a 
pomt where his product could be 
sold for this pre-selected market 
price. 


‘Two main methods 

of price fixing 

Ford's method was one of the 
two main ones of establishing a 
price-that of taking what is 
believed to be the acceptable 
market price for an article and 
then making the article to suit 
the price. The other method 
endeavour to arrive at a_ price 
by working up through the costs 
from manufacturing expenses, 
selling and distribution expenses, 
to the final retail price. 

The first method is quite sound 
when one can establish a “right 
retail price.” This is possible 
where similar products or ser- 
vices ure already available to 
the consumer and one can take 
their prices as being generally 
acceptable and then work back. 

It should be borne in = mind 
though, that what the consumer 
is prepared to pay for one parti 


FE LOU 
The final decision on price 
must be based on two basic 
factors: 
® The price must be strictly 
competitive; it should not 
be so far above compe- 
tition that it gives rivals 
an advantage, not so far 
below as to limit funds 
available for develop- 
ment, 
The price structure must 
provide fair profits for 
retailer, wholesaler and 
manufacturer. 


TULL LA 


cular product may be the right 
price for that product but not 
for what may be considered, in 
physical appearance and __ per- 
formance, an identical com- 
petitor, 

Some account has to be taken 
of goodwill or of the fact that 
the products existing in the 
market have a strong following. 
It is not so much a question of 
overcoming consumer resistance, 
although there may be resistance 
to a new product, but of provid- 
me a good reason why a con- 
yumer should change. 

One of the reasons for the 
change may be a slightly lower 
price while giving the same qua- 
lity. On the other hand, cutting 
of price to get under competition 
may mean that the manufacturer 
will not have a sufficient margin 
available for promotion and 
development of the product. 

The second method of arriving 
at the price is to weigh up all 
the costs of production and dis- 
tribution and break them down 
i as much detail as possible to 
their contributing elements, 
cxamining each carefully and 
assessing its importance in rela- 
tion to the other elements in the 
price structure. This detailed 
breakdown is important because 
at some stage the demand will 
come. “How can we reduce the 
price?” 

This question can only be 
answered if the Product Develop- 
ment Committee have a very 
clear schedule of all the elements 
contrrbuting to the price so that 


they can assess where economics 
can be effected. 

Possibly the best way of illus 
trating this method is to break 
down the product elements con- 
tributing to the final retail price 
and discuss some of the points 
which the Product Development 
Committee might have to con- 
sider 

(1) Production costs of various 
types and sizes of product at dif 
ferent manufacturing volumes, By 
this stage in the planning, the com 
mittee will have a fairly clear 
idea of the scope of their market 
and should be able to assess 
jointly possible market demand 
and the possible — production 
capacity to arrive at an assess- 
ment of how many sizes, colours, 
shapes or types of pack are re- 
quired in the market as against 
what they can hope to make 
Likewise they may be presented 
with varying grades of product 
which can be produced at 
different costings depending on 
possibly differing raw material 
or finishing costs. Economies to 
be gained from large-scale pro- 
duction must be clearly assessed 
and costs at various production 
levels worked out for 
cclour, type or size. 


each 


All variants 
must be listed 


At this stage full consideration 
must be given to as wide a range 
of products and methods of pro- 
duction as possible, and all the 
variants listed out in full as a 
guide to making adjustments 
with other factors in the price 
Structure at later stages 

If every possible alternative 
form of the product is considered 
at the beginning, it is then easier 
to see where economies can be 
found when al! the costs entering 
into the retail price come to be 
considered. Possibly at a later 
stage it will be found that a lowe 
cost ingredient will serve just as 
well, or that by altering the finish 
an equally satisfactory product 
can be produced for a more 
attractive price. Thus, if all the 
relevant data on alternative 
forms of product are collected in 
the first place, much time can be 
saved in going back over old 
ground to find an economy 

(2) Packaging 
packs 


costs retail 
shipping outers. Previous 


May 28, 1953 
studies on the types and sizes of 
the product which can be made 
will have established to some 
degree the number of retail packs 
which may be required and, 
broadly, the number to be packed 
in a shipping case. Again, Costs 
on a wide range of containers 
or forms of packing must be ob- 
tained and listed, broken down 
to show the basic structural costs 
and the charges for printing 
various colour schemes or ro- 
viding dispenser openings, die cut 
panels and other improvements 
which might increase the display 
value or consumer use value of 
the pack, but which would also 
increase the retail price. 

At a later stage, for instance, 
it may be decided to forego a dis- 
penser top to a bottle because the 
addition may not encourage the 
consumer to pay eXtra for the 
product, 

(3) Shipping costs. The advan- 
tages and disadvantages of ship- 
ping by rail, road, or both must 
be carefully weighed. It is not 
always wise to use the method 
which appears cheapest per case 
or ton. ‘The nature of the 
product, the custom of the trade 
and the need for rapid deliveries 
must all be considered. 

(4) Warehousing charges. With 
some distributive methods, 
charges for warehousing or for 
bulk breaking depots may have 
to be considered. These jn turn 
may have to be weighed against 
transport methods to establish 
the economies to be gained from 
direct factory to retailers ship- 
ment as opposed to bulk 
breaking. 

(5) Sales force costs. Here con- 
sideration must be given not only 
to the number of salesmen re- 
quired and their salaries, but to 
their expenses and = operating 
overheads. With a one product 
sales force the matter is compara- 
tively simple. But if they are 
carrying a number of lines, some 
apportionment of cost will have 
to be worked out for the new 
product, 

(6) Wholesale and retail mar 
gins —by type of wholesaler and 
retailer, Vf the product is to sell 
through a number of different 
types of wholesalers and retailers, 
there may be different types of 
margins payable to the differeni 
trades concerned. These will have 
to be considered — separately 
against the estimated volume of 
trade expected through each 
channel. 

(7) Promotion costs. Under this 
heading the Committee will have 
to decide roughly what money 
they anticipate they can afford to 
spend on advertising and sales 
promotion, unless sales promo- 
tion material has been included 
under the sales force costing 

It is not proposed here to dis- 
cuss at length how we should 
arrive at the advertising appro- 
priation. But it is important to 
bear in mind that well-conducted 
advertising often enables a manu- 
facturer to increase his sales to 
the point where, because he holds 
a larger share of the market. he 
can afford to reduce his price and 


(Turn to foot of page 420) 
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@ SIGNS, SHOWCARDS, DISPLAYS 
MANUFACTURED IN HARDBOARD, 
CARDBOARD, PERSPEX, GLASS, 
PLASTIC, WOOD AND METAL IN 
OUR OWN FACTORIES “4 


WRITE FOR THE NEW ACME BOOKLET, OR BETTER STILL, COME AND SEE THE VERY 
LATEST POINT-OF-SALE IDEAS AT OUR NEW SHOWROOMS. 
ACME SHOWCARD AND SIGN COMPANY LIMITED, 
9 SOUTH MOLTON STREET, LONDON, W.1. _ Tel.: MAYfair 0292 


Showrooms also at Crown Buildings, James Watt Street, Birmingham 4. Factories at Enfield, Middlesex. 
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Commercial television is coming. But television techniques already provide a new, 


highly adaptable and powerful medium that can be used to demonstrate products, as 
a novel means of point-of-sale publicity or to attract potential purchasers to the 


selling point. 


Closed circuit television 
is already with us 


TOMMERCIAL (or should 
we call it “competitive’?) 
television is coming. Closed 
circuit television is already with 
us. It provides an exciting and 
aS yet hardly exploited means 
of sales promotion. 

There are many ways in which 
it can be used to this end, but 
three stand out as obvious. They 
are 

To demonstrate a product or 
service to a larger audience 
than can conveniently see an 
actual physical demonstration, 
or in cases where actual 

demonstration would be im- 

practicable. To provide novel 

point-of-sale publicity in a 

large store. To attract potential 

purchasers to the point of sale. 

At the same time, it furnishes 
those engaged in advertising with 
an opportunity to study television 
techniques which they will be 
called upon to use when com 
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By PETER WEBBER, advertising consultant 
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short 
by 
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then 
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is 


distribution 
of a programme to an invited or 
chosen audience gathered tn one 
Thus it 
tele 


equip 
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be 
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distances 
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points by radio or telephone link 
method 
greater 


in 
to 


be 


in- 
also 


negotiation with the G.P.O. 

Ihe reception picture can be 
anything from 12 in. x 9 in. up 
to 28 ft. x 21 ft., the larger range 
of sizes being obtained by a 
special projection television unit. 

[he picture on this closed tele- 
vision circuit is a 625 line one, 
as compared with the B.B.C.’s 405 
line transmission, and is very 
clear and detined, being every bit 
as good as a cinema film projec- 
tion on to a standard screen. 

The projection television unit 
can be adjusted in a matter of 
seconds to pick up and project 
the closed circuit 625 line picture 
on the 405 B.B.C. picture. 

These projection units are al 
ready installed at cinemas in 
London (2), Leeds, Manchester, 
Doncaster and Sheffield, and are 
the charge of Cintel Ltd 

This cinema set-up is interesting 
to us in advertising as We can 
now negotiate to put our fashion 
shows, trade shows, etc., on in 
these places, installing our own 
studio on the site and accenting 
the points of our story to our 
invited audiences by projected 
television. The stage gives us the 
opportunity to interchange live 
show with projected live show or 
run the two co-incidentally. 

Apart from the obvious adapt- 
ability of the technique, and the 
facilities for magnifying and 
accenting small points or small 
articles, | have found it invalu- 
able to be able to measure spon- 
taneously the audience reaction 
and mood and vary the presenta 
tion and even the story approach 
accordingly 

For a more intimate or special 
atmosvhere the studio and pro 
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To pull in the 
¢ crowds from 
the streets. 


jection equipment can be used on 
a site of the advertiser's own 
choosing, as in the instance of 
the recent first commercial tele 
vision show put on at Gunter’s 
by Pictorial Publicity Ltd., for the 
British Kid Tanners, The prob- 
lem here was to put over “Kid 
is Fashionable’ and “Kid js 
Colourful.” The shoe alone is 
a small enough physical part of a 
full model, and = ordinarily it 
would be hard to demonstrate the 
material of which the shoes are 
made. To overcome this prob- 
lem of putting this story of Kid 
over to some 200 people at a 
time, Pictorial Display Ltd.. built 
the biggest possible television set 
and proscenium into Gunter’s 
with a screen measuring 12 ft. x 
9 ft. This did enable everyone to 
see every stitch in the shoe, as 
well as its materials. 

I can foresee an agency of the 
future presenting its campaign 
by staging it from the campaign 
director's office to a screen in the 
board room. 

I can see big stores like Bental!s 
and Selfridges with a = massive 
screen in their main window 
(blacked out) or placed over the 
main entrance, with a television 
programme from within the store 

pulling the crowds in off the 
streets 

I can see the signs in Piccadilly 
Circus becoming large television 
screens and the advertisers pro 
jecting their own sponsored pro 
grammes on to their own screens. 

And many other uses too! 


LAUNCHING A NEW PRODUCT (continued) 


so continue his development. 
Restricting the promotion costs 
very often restricts the sale and 
does not permit the economies to 
be gained from mass production 
and distribution. 

Having weighed all these fac 
tors the Committee may well 
have two prices for which the 
product could be sold, depending 
on the share of the market they 
wish to secure 

For example, they might con 
sider aiming at a small sc:ction of 
the market where they could 
secure a higher price for a 
superior product than the one 


which would sell at a lower price 
to the bulk of the market 
Whichever system they follow 
in deciding the price they should 
base their final decision on two 
hasic factors which affect the 
setting of any price structure 
(a) The price must be strictly 
competitive; it should not be 
vo far above competition as 
to give them an advantage, 
nor should it he so far below 
as to limit: funds available 
for development 
(bh) The price structure must pro 
vide fair profits for retailer, 
wholesaler and manufacturer. 
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Poster displays 
in and around 
Bristol, Cambridge, 


Cheltenham, Coventry, 
MILLS & ROCKLEYS "= 
Gloucester, Hull, Ipswich, 


Leicester, Luton, 
Mansfield, Northampton, 
Norwich, Nottingham, 
Oxford, Peterborough, 
Taunton, Torquay, 
Weymouth, Worcester 
and 150 other towns 


POSTER PUBLICISED IDEAS GFT HOME 


MILLS &€ ROCKLEYS LIMITED 


ADVERTISER'S WEEKLY 


Repeat sales depend on repeat-salesmanship. Hence the success 


of the poster medium. It hamumers home your advertising message 
not just for one ‘insertion’, but 10, 20, 30, 40 and more times 

each week . . . not just to a limited readership, but to 

80°, of the adult population. Moreover, this selling is done 
at the psychological moment _ right en route to the point of purchase. 
If you have business in the Mills & Rockleys Region, 

there is a network of well-designed, well-placed sites, and several 
watertight areas in which you can carry out 


accurate merchandising and advertising test campaigns. 
ai 


QUEENS ROAD COVENTRY 


A. DAVIES & CO (Shopfitters) LTD 


HORN LANE, LONDON, W.3 
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ADVERTISER'S WEEKLY 


In on the ground floor of 


the 3-D colour film 


N Summer Island, an 18- 
minute tour of the lovely 
island of Madeira, Madeira 
Wine Ltd. and Aquila Airways 
have got in on the ground floor 
of the three-dimensional colour 
film. 

Made by  Stereo-lechniques 
Ltd. and Film Partnership in that 
new and promising colour sys- 
tem, Ferraniacolor, the film will 
not be rated very highly except 
for the fact that it is another 
and more ambitious essay in 
making a film in an extra dimen- 
sion. One was conscious through- 
out this tour of Madeira of the 
immobility of the camera, of 
apparently seeing the island 
through an epidiascope. The eye 
was somehow forced to see the 
foreground, middle ground, and 
background with equal intensity, 
which gave one the feeling of 
looking at very exact miniature 
models of the island rather than 
at the real thing. 

The part played by the two 
sponsors associated with this pic- 
ture was most modest from the 
advertising angle. Aquila Aijr- 
ways provided the travel facilities 
to Madeira for the members of 
the film companies’ production 
crew, leaving the audience to 
come to the conclusion that this 
is the only way to get there in 
comfort. Madeira Wine Ltd. are 
given a short excerpt from the 
wine-making activities of the 
Company, in which their em- 
ployees get a daily free ration 


* * * 


WAY back in 1948, the 

South African Co-operative 
Citrus Exchange produced a film 
on Growing South African 
Oranges. The tremendous distri- 
bution success of this film has 
encouraged them to produce a 
sequel entitled Operation Out- 
span, 

The audience for this film will 
be necessarily confined to whole- 
sale and retail distributors of 
fruit. The film begins with the 
arrival of a shipment from South 
Africa and the steps taken to 
check every consignment from 
every South African grower, be- 
fore delving into the ramifica- 
tions of sales by private treaty, 
auctions, and area allocations 
The scenes inside their Exchange 
attempt to show how the market- 
ing is centrally controlled. But 
this work is so involved with 
filing, indexing, and telephoning, 
that the yisual possibilities are 


NEW SPONSORED FILMS REVIEWED 
by PAUL NUGAT 


very limited and really add 
nothing to the commentary 

The final sequence — gives 
Mather & Crowther Ltd. a big 
boost. It examines the work of 
tying up new advertising schemes 
for “Outspan” both for press 
and shop display and draws 
attention to their policy of using 
topical events to further Outspan 
sales. To mention one example 
ot such lively exploitation, we 
see the Nell Gwynn girls selling 
Outspan oranges at last year’s 
Festival of Britain Exhibition. 
The film was produced by Verity 
Films Ltd. 

* * * 
PROGRAMME of filmlets 
presented by Filmlets (S.A.) 

Ltd. will have given our adver- 
tising agencies a good insight 
into the standards and require- 
ments of the South African 
market. 

Generally speaking the con- 


clusion to be drawn from this 
demonstration js that this outlet 
can be profitably used by British 
advertisers. Technically, their 
filmlets are inferior to ours, but 
not much inferior considering the 
great differences in the costs of 
production. The South African 
market has no inhibitions about 
plugging a brand name as often 
a3 it can be conveniently worked 
into the script. Another notice- 
able variation from the home 
market is the flexibility of length 
of the filmlet, 

Among British advertisers, 
whose filmlets were shown, were 
Gilbey’s Gin, Rothman’s Consu- 
late Cigarettes, Nugget Boot 
Polish, and Hercules Cycles. 


* * * 


N taking over the production 
of Richard Thomas & Bald- 
wins Ltd.’s internal cine-magazine 
Ingot Pictorial, Verity Films Ltd 
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have started with a good first 
issue 

Policy has always been to take 
the broadest view in selecting 
items for each issue, with a view 
to making them acceptable in 
cinemas sited near the Company's 
several works. This issue starts 
with the flood disaster at Canvey 
Island, which has a personal note 
of interest to employees, because 
one of them narrowly escaped 
losing his home. 

On the same personal note is 
the sequence showing the hobby 
of one of the Company's Ebbw 
Vale foremen, who builds model 
locomotives of the most intricate 
kind, 

More serious items deal with 
the new First Aid Service for the 
Steel Company of Wales, the 
upique production of blue plan- 
ished stee] sheet, and the installa- 
tion of two new high pressure 
boilers for pulverising coal. 

* * + 


l NITED Rum Merchants 
Ltd., in bringing Mr. and 
Mrs. Lemon Hart and two off- 
springs on to the cinema screen 
in a brilliantly funny 2$ minute 
advertising film, have made _ his- 
tory for the liquor trade. Parents 
Take Hart with master drawing 
by Ronald Searle, script by 
dramatist Roger MacDougall, 
and production in colour by 
W. M. Larkins & Co., Ltd., can- 
not fail to amuse the most ardent 
teetotaller, and will, according to 
managing director, Arthur 
Woolley, be the first advertising 
film on a hard liquor to get 
national distribution. 

It has been given an ABC cir- 
cuit booking, and begins its run 
at the Warner Theatre, London, 
in Coronation week. 


COMMERCIALS FOR TELEVISION FILMS —5 


By NEAL ARDEN 


Producer must remember that his 
audience is the family group 


RODUCING a filmed 
television commercial is 
not the same as producing an 
advertising film for the cinema. 
Firstly, and of the utmost 
importance, is the fact that an 
advertising film is made to be 
shown in a_ theatre full of 
people who have paid their 
money to see something else 
and are determined to. stay 
until they have seen it. 
Television commercials ought 
to be made with the idea in 
mind that they will be viewed 
by a small family group who 
are not going to stand any 
nonsense and who, unless they 
are entertained, are just as 
willing as not to switch the set 
off until the commercial is over. 
The first time an agency goes 
to a producer with jnstructions 
to make a TV filmed commer- 
cial will be like going to the new 


doctor who has just arrived in 
your district. You may not know 
his real quatifications but you've 
got to trust him. He wants to do 
a good job for the client, the 
agency and himself, 

He ought not to be rushed into 


The “commercial” ’is the reason 
why the sponsor will buy tele- 
vision time. However good or 
bad the remainder of his pro- 
gramme may be, the commercial 
is what he is mainly interested in. 


an estimate of costs. It is not 
possible to do an estimate in two 
or three hours and do it 
thoroughly. He cannot guess 
anywhere along the line; neither 
can he take an average figure 
even supposing such a figure ‘o 
be available. Costing frequently 
requires hours of concentrated 
study by different executives. If 
rushed, being human, a producer 


may make “safe” estimates and 
these sort of estimates will cost 
you more. If the producer's price 
is too high it may be because he 
has not been given time to con- 
sider the overall project in every 
detail 


It is important for the pro- 
ducer to know exactly what the 
agency and the client have in 
mind and precisely what they want 
to see on the television screen. 
In a previous article (ADVER- 
TISER'S Weekty, February 19) 1] 
suggested that the director should 
insist on a thorough briefing be- 
fore shooting. This applies with 
equal force to his producer. 
After that, he will proceed on the 
lines agreed at the briefing, and 
if the agency decides during 
shooting that something is not 
right. the producer is ‘thus 
covered. Delays may run into 


overtime, If either at the shooting 
or later, some alteration is re- 
quired, that is no fault of his 
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What is an Independent Cinema? 


An Independent Cinema is one which is not a member of one 
of the two well-known circuits. 


Through PRESBURYS 


you can advertise in 72", of all British cinemas 


Of Britain's 4,700 odd cinemas more than 3,600 (i.e. over =i oil duets of dhe eaneare 


76°.) are Independents—wiich makes them collectively the 


biggest group of all. Through PRESBURYS 


you can sell through Solus or Sem-Solus Films 
without restriction as to length, ‘visuals’ or 
‘mentions’ of the product 


The only Cinema Through PRESBURYS 

you can sell through 20 ft. Fillets in cinemas 
Of the 1,817 British towns and population centres (excluding eateteiata: 
London) where there are cinemas 1,476 (or 81:23°.) have 


INDEPENDENT Cinemas only. Through PRESBURYS 


—but why not contact us personally for 
further information on selling through the 


Thus, effective screen coverage of England, Wales and Saar ea ateaet 
Scotland, is obtainable through and demands full use of 
Independent Cinemas. 


PRESBURYS SERVICE PRESBURYS 


COVERS 3,500 
INDEPENDENT CINEMAS 


Member of the Screen Advertising Association and 
a the Association of Specialised Film Producers 


S. PRESBURY &) CO, LTD * GLOUCESTER HOUSE 19 CHARING CROSS ROAD LONDON, W.C.2 TELEPHONE: WHITEHALL 360! 
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As from 


JULY I 1953 


WE SHALL BE SOLE 


SCREEN ADVERTISING AGENTS 


IN THE UNITED KINGDOM FOR 
ALL CINEMAS CONTROLLED BY 
THE 


ARMY KINEMA CORPORATION 


IN ADDITION TO THE 


ROYAL AIR FORCE CINEMA 
CORPORATION 


For further Information 


CONSULT— 


P.A. CRAMER & CO., LTD 


Theatre, Cinema and General Publicity 
25a, OLD COMPTON STREET, LONDON, W.|!. 
Telephone : GERrard 1404 


ss Members of the Screen Advertising Association * 
and The Association of Specialised Film Producers. 


THE CLASSIFIED SMALLS 
in the 


HOME COUNTIES 
NEWSPAPERS GROUP 


are a proved success 


over 100 cols. 
weekly 


2/6 


PER WORD 
Min. 12 words 


for over 


126,000 


circulating throughout 
Beds, Herts and Bucks 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 


R STREET, LUTON 
Phone: Luton 5050 


Advertisement Manager ; C. W. Gilder 


films... 


| for non-theatrical distribution can be 
| made so much cheaper on l6mm 

We make films for many purposes. 
One very big production—a complete 
record of the Uganda Hydro-Electric 
Scheme under construction—is taking 
five years to produce, but we tackle 
smaller jobs with equal enthusiasm 
We're off to Central Africa again 
soon anything we can do for you 
whilst we're there? 


| We'll be happy to screen 

some of our films if you'd 

care to see them... ring 
Palmers Green 1003 


=GATEWAY 


FILM PRODUCTIONS, LTD. 


| 470 GREEN LANES, LONDON, N.13 
| and 
| 9 ADAM STREET, STRAND, W.C.2 


STANLEY SCHOFIELD 
PRODUCTIONS, Ltd. 


| . Specialist pro- 
ducers of 16- 
mm. films in 
colour—now in 
new extended 
premises at— 


6-7-8, OLD BOND STREET, 
LONDON, W.I. “nt” 


Commercials for television films 
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continued 


and the extra cost will naturally 
be covered by his employers 
On the other hand, if delays 


' are incurred owing to the in- 


ability of the director or any of 
the production team to get what 
is wanted on to the film, that is 
the producer's fault and he will 
have to put things right. Natur- 
ally he tries to foresee such things 
beforehand and to surround him- 
self with a team who will not let 
him down 


The client should 

not see film “rushes” 

The wise agency executive will 
not insist on his client seeing 
“rushes.” Although clients with 
film experience exist, ninety-eight 
times out of a hundred a client 
has no idea what goes on in film 
production. On view.ng “rushes” 
many think they see endless waste 
or that their produgt is not being 
handled correctly. They seldom 
realise that a producer may use 
just a little bit out of one rough 
scene and that editing and print- 
ing will take care of all proper 
corrections. As any producer will 
agree, it js less wasteful to shoot 
two, four or even ten times until 
everyone is happy, rather than 
have to go back to the studio 
another day ‘Time is almost the 
most expensive thing in film 
production. 

In America, and possibly the 
same will prove acceptable here, 
the producer usually shows the 
client and agency his film on 
“interlock.” Interlock simply 
means that the sound is on one 
piece of film and the picture on 
another. Therefore you run the 
film on a machine which can 
handle picture and sound on 
separate rolls at one and the same 
time. 

One oughi not to be unduly 
concerned if the first print is not 
quite as satisfactory as hoped. Be- 
cause it is a first print, it may not 
be correctly graded. One scene 
may be a little dark, another 
pale. Negatives vary because the 
same exposure may not be hit 
exactly, the subject matter is dif- 
ferent and there may be some 
slight misinterpretation of the 
light matter. A first print is made 
in a laboratory by a man who has 
been sitting on a chair for many 
years looking at one piece of 
negative after another and hoping 
that, by eye, he can measure two 
pieces so that the finished print is 
well balanced. Sometimes he 
can't. But all this will be cor 
rected in the final or “timed” 
print delivered. 

A question which producers 
will have to settle very quickly 
now is whether to offer a client a 
service on 35mm. or 16mm. film. 
I have jooked with some care into 
the matter as regards this country, 
and after consultation with lead- 
ing producers in this special field, 
it seems to me that production 
in 35mm, will have certain advan- 
tages over l6omm. for entertain 
ment subjects as well as for “the 
commercial.” 


It has not proved possible to 


import a sufficient number of 
really good l6mm. cameras into 
this country, although our own 
make are excellent for certain 
purposes. 

Standards of processing in 
l6mm. may also fall short of re 
quirements, especially if speed is 
necessary. In comparison with 
35mm., 16mm. becomes difficult 
to handle in the cutting room 
Sound recording on 16mm. is 
very good indeed however, either 
with direct recording or On tape 
When and if colour television is 
adopted, then the l6mm, picture 
offers a fine medium, but where 
processing is concerned we are 
not geared to provide this quickly 
so far, as they are in USA 
where there is a chain of news- 
ree! theatres running a daily ser- 
vice in colour. 

On the other hand, with 
l6mm., much less equipment 
need be moved around. If there 
are exteriors, a l6mm. camera 
can be humped with ease by one 
man and a second operator, with 
a hand camera, can shoot other 
angles simultaneously a great 
saving of time. Set-ups can be 
made rapidly and with fewer 
assistants. Smaller studios may 
be occupied. Although finally 
the matter will be mainly one for 
technicians to decide, | hope that 
all new stations will be equipped 
to transmit with 16mm. film as 
well as 35mm. In any case 
35mm. can always be reduced to 
16mm. Thus, the producer will 
have greater flexibility of choice 
when deciding how best to serve 
his client, 


Many producers rely 

on magnetic tape 

Many producers also rely on 
Magnetic tape when recording 
sound, This is very flexible. If a 
mistake is made during recording 
it can be wiped off and re 
recorded on the same piece of 
tape. Tape recorders, like 16mm 
film equipment, can easily be 
moved from place to place and 
will thus be a very great help to 
all interested in commercial tele- 
vision on account of the savings 
made possible 

Commercial TV is going to 

be made on the strictest of 

budgets —at any rate for the 

start. Anything therefore, which 

releases money for other pur- 

poses should be welcomed. 

The commercial on television 
will be a new way of telling the 
country and the world about our 
goods. Just as advertising may 
be considered the basis of a free 
press, so will jt be the basis of 
free television. To be aware of 
this great responsibility is surely 
to be conscious that our com- 
mercials, when they appear on 
television, must be of the highest 
quality and must never be an in 
trusion into the home. They will 
be viewed at a man’s fireside, the 
announcer occupying the position 
of a guest. Surely therefore, they 
ought to behave in the manner 
which good taste and upbringing 
dictate. 
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DO YOUR FILMS 


, 


Reach thousands every week : 
Give vou direct contact with your audiences ? 
Provide a mobile solus advertisement ? 


At a cost of \4d. a head’ 


THEY WILL 
IF YOU HIRE 


DAYLIGHT 
CINEMA 
VANS 


from 


oe 
Bim I vow, 


is really smart work,” 


Jones said, 


holding up some artwork, 


“ But the lettering we must show 
Where we think that it should go, 
And be quite prepared 


to move it, eth les 
4 


Should the client disapprove it.” 


Quickly, someone, spare the groans, 
Get some Kodatrace for Jones. 
Show him lettering done this way. 
Superimposed on overlay. 
Move it this way, move it that, 


Till you’ve got the position pat. 


You'll save artwork, 
, time and face, 


Making use of Kodatrace. 


th 
48,000 of these display units were produced by automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carrying dummy cartons they fold completely 
flat for packing. 


THE MODERN TRACING FILM “— at Another job well done by .. . : 
Supplied in 30° 0” wi of 20 
mencicartanaeese Ns d¢tor ADVERTISING 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Tel: HOL. 6086 24 GLOUCESTER STREET, BRISTOL 2 - TELEPHONE 26817 . 20460 
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: This 4 page advertisement in the RADIO TIMES 
for Chubbs brought in 8,125 replies, 
a and pulled for 50 days 


“How 
a burglar 
works...» 


BAFFLING BURGLARS 


There is a Chinese proverb which says that a thousand miles’ journey begins with the first 
step... A hundred and thirty-five years ago, in the reign of King George III, in 1818, one, 
Jeremiah Chubb, patented the famous Detector Lock and shortly afterwards the firm of 


Chubb & Sons, now famous throughout the world, made the first burglar and fire-resisting 


4 ‘ safe. To-day, their factory at Wolverhampton is turning out safes, fire-resisting files and 
i cabinets, complete equipment for strongrooms and safe deposits, as well as the smaller 
Le A booklet every oe 
gr heuesinahé safety locks, bolts, and padlocks for the householder. 
usenolder ought to have The Publicity Manager of Messrs. Chubb & Sons Ltd., Mr. C. B. Maycock, in collabora- 
¥ —and can have—FREE tion with their advertising agents Messrs. Everetts Advertising Ltd. (Incorporated Prac- 


Chubb have prepared this booklet 
to help every householder in these 
days of increased law-breaking. 


titioners in Advertising, of 10, Hertford Street, London, W.1), decided to test the pulling 
power of the RADIO TIMES and see how useful it could be to his firm as a medium. An 


advertisement, reproduced here, was duly inserted in the issue of the RADIO TIMES dated 


is The booklet contains many facts 

em and figures about burglars, and full 13th March, 1953. 
advice on securing all kinds of doors The space used was an eighth page solus, on Tuesday evening Light Programme, at 
and windows against | burglary. the price of £550 for the insertion. The offer was a free booklet How a Burglar Works and 
Diagrams and illustrations show . ‘ ‘ ‘ mA ; ? : 
how to use different types of locks How to Stop him. Up to the time: of writing, 8,125 replies were received by the advertiser, 
and bolts to protect your flat, house, who comments: 

t a ban edger go en sities Batons replies received fm this advertisement greatly suaponag our opentions and are 
Just fill in and post the coupon below. far in excess of those received from our other advertisements” (Messrs. Chubb & Sons Ltd. 

_ have never advertised in the RADIO TIMES before). 

- P, 

4 To: Chubb bd OST TODA Y The cost per reply worked out at approximately Is. 4d. With each booklet sent to the 

y yi = Soe aie eee wt readers of the RADIO TIMES, Messrs. Chubb & Sons Ltd. gave the applicant the name and 

; — — = booklet “* How a burglar address of the nearest stockist. 

eh a w to stop him. As can be seen from the graph, the pattern of the arrival of replies follows the now 


cn ssexersudnanen 
(BLOCK LETTERS) 


ADDRESS .... 


The above advertisement for Chubbs 
was prepared by EVERETTS ADVERTISING LTD 
10 Hertford Street London W1 


familiar law. The advertisement was positioned on 17th March, the issue was published on 
Friday, 13th March, and yet on Thursday, 12th March (a day before publication) six replies 
had arrived, obviously posted on the 11th of March! Thirty-five replies were received on 
Friday, 13th March (the day of publication). Some of the applicants must have seen the 
advertisement on Wednesday and Thursday—obviously either wholesale or retail news- 
agents. This is a point that is often overlooked—the newsagents’ trade, by itself, repre- 
sents a powerful cross-section of the consumer constituency with considerable purchasing 


power. Most of the retailers of this country are readers of the RADIO TIMES. 
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+444 4-4-4 


proven ngere 


By the morning of the day of position (17th March), the 
number of replies reached 1,101, And here is an interesting point: 
in our book Facts, Graphs and Figures, we gave, on page 32 
(second edition), the average percentage of total replies received 
by the morning of the day of position, for Tuesday, as 16.1%. 
Therefore, if 1,101 replies represented 16.1%, of the total, the final 
number of replies should have been 6,839. This average figure is 
already exceeded by Messrs. Chubb & Sons Ltd. by 1,286, showing 
a reader interest in their advertisement well above the average. 
The peak figure of 2,582 replies in one day occurred on the 19th 
March (Thursday) and the total by that day was 4,483, Next day 
there were another |,()88 replies. The currency of the issue ceased 
on Saturday, 21st March, and yet the following week another 1,479 
replies were received with a further 268 replies the week after, 
Replies are still coming in and to-day (30th April) five were 
received. 

Up to date, the “life” of the advertisement proved to be fifty 
days! The percentages of the three periods of the “life” of the 
advertisement are as follows: 


The response growth — oe sa 6.6% 
curve and the graph (up to Tuesday, 17 March) 
" ‘ 
of the day-to-day Peak period 5508 = 67.8% 
Post-peak period 2074 25.6%, 


returns are typical 
of the Radio Times. 8125 106.0%, 


RADIO TIMES 


READ BY 8,000,000 FAMILIES 


Member of the Audit Bureau of Cir culations 


ALL ENQUIRIES TO: HEAD OF ADVERTISEMENT DEPARTMENT, 8.8.C. PUBLICATIONS 
BROADCASTING HOUSE, PORTLAND PLACE, LONDON, wl 
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‘How to do tv’ man’s 
dollar success 


HE achievement of G. Kenneth Horner, the 27-year-old 
managing director of George W. Horner Ltd., the Durham 
sweet manufacturers, in building «ts large dollar market where 


none existed before (“Advertiser's 


eekly”, November 27, 1952) 


was recently singled out by the Chancellor of the Exchequer, 
Mr. R. A. Butler, as an example of “how to do it” in the export 


Mr. Horner now reveals that 
during 1952 his firm did over 30 
per cent of the total shipments 
of British confectionery to 20 
individual overseas markets, and 
over 20 per cent of the total 
shipments to 30 overseas markets. 

Five years ago when Mr. 
Horner inherited the business the 
firm's total exports amounted to 
£500. 

How does he do it? 

Mr. Horner believes in per 
sonal contact with the customer 
and adaptability of merchandising 
methods to suit the customer's 


taste. He says 
NEWS he recognises 
FLASHES 


no international 
barriers in his 
FROM WORLD 
MARKETS 


firm's effort to 
contribute to the 
export drive, 
and sales have 
been built up in three-quarters of 
the world’s markets, 

The highest sales to individual 
countries are in five dollar 
markets. Mexico heads the list, 
Cuba and Guatemala — being 
second and third. 


Norway 


The Norwegian Association 
of Advertisers is pressing for the 
introduction of a system under 
which advertising rates in the 
press would be determined by 
the circulation of the medium 
and not, as at present, by a policy 
whereby newspapers in the same 
locality charge the same adver- 
tising rates without regard to 
other factors 

The Association has called 
upon the Norwegian National 
Committee of the International 
Chamber of Commerce to take 
the initiative in setting up an 
independent Audit Bureau of 
Circulations. 


Portugal 


Feira Popolar (Lisbon’s Popu 
lar & Trade Fair) 1953, is to re- 
main open for about six months. 
Countries from all over Europe 
are expected to exhibit, and Ger- 
many will be well represented for 
the first time since the war. 

The Fair is run by the Portu- 
guese daily newspaper, O Seculo. 


France 


—_—_—————— 
A new monthly publication 
economic, political and social 
appeared recently. It is issued 
with the help of the French and 
Overseas Import-Export syndi- 
cate, and is the organ of the 
European Economical and Cus- 


toms Union. Its purpose is to 
develop exchanges between 
Europe and the world to con- 
tribute to the building of a 
European Economy 


Denmark 


—_—_——_—_—_————— 

“Foreign goods will compete 
heavily with Danish goods in 
future,” said the president of the 
Danish Advertising Association, 
aul Fabricius, commenting on 
the Danish Radio’s decision not 
to allow paid advertising in the 
Danish television. 

If this decision were adhered 
to, foreign companies would buy 
time on Swedish and German 
television which covers consider 
able areas of Denmark. 

Internationally-known — brands 
would in this way gain advan- 
tage over Danish goods, and the 
result might be that Danish 
advertisers would have to go 
outside Denmark's borders to 
buy television time from foreign 
stations, to compete on the home 
market. 

* * 
Max Hendriksen has been ap- 


Five Venezuelan pressmen touring Britain under the auspices of the 
Central Office of Information, attended a cocktail party given by Colman 


Prentis & Varley Export Ltd 


Government broadcasting station 


Pictured here are: L. B. Cort, managing 
director, CPV Export Ltd.; Aristides 


Parra, director of the Venezuelan 
N. ©. Warley, managing director 


CPV Ltd.; Senor Garcia, editor for economic affairs of “El Universal 


and director of the magazines “Petroleo”” and “Aeronaves 


Senor Rod 


riguez, editor of “La Esfera,’ and Senor Moradell, assistant chief editor 
of “El Nacional.” 


pointed a director of Balling 
Reklamebureau, Denmark. 


West Africa 


The West African Monitor, of 
Cape Coast, has ceased publica 
tion. Its sister Fante paper, the 
vernacular Amansuon continues. 


East Africa 


—_—_—_—_—_——————_—_—— 

Publishers of the Colonial 
Times have launched a new 
weekly pictoria! called Jicho The 
Eve. The text is Kiswahili, the 
common language of the majority 
of Africans in Kenya and. sur- 
rounding districts. The publica- 
tion will be circulated througout 
Kenya, Uganda, Tanganyika, and 
Zanzibar, 


POSTERS WHICH DON’T PAY 


British poster designers would 
probably be shocked if they 
knew where some of their prize 
efforts are eventually dis- 
pliyed. 

Last week, writes Shahe Geuben- 
lian, | paid a visit to Dubai, 
the principal trade port of the 
entire Trucial Coast, Persian 
Gulf. This odorous town of 
teeming thousands — whose 
exact number no census has 
yet ascertained — has a mixed 
population of Bedouins, In- 
dians, Persians, Arabs and 
desert tribesmen. 

The great enemy of Dubai 
is the sun, hence very deter- 
mined efforts have been made 
to keep it right out of the 
shopping centre. The streets 
in the latter are exactly one 
yard wide, and completely 
covered with rugs and palm 
leaves. 

The principal British goods in 
popular demand here = are 
radios, battery operated. And 
even though few Europeans 
ever stray into this town of 
beggars and daggers, British 
radio posters can be seen in 
most shop windows selling 
radios. 

A more incongruous display 

could hardly be imagined. 

These posters would be mar- 


vellous to see in London buses 
and tubes, but, at Dubai, they 
were quite ridiculous. 

Let me give examples. 

There was the famil’.c Bush 
Radio poster with its well- 
known slogan, “It's the wise 
bird that settles on the Bush.” 
Through an interpreter, I asked 
the small crowd = gathered 
around three Europeans 
what they thought the poster 
meant. Most of them had not 
even noticed it, and merely 
shrugged their shoulders. Two 
black Bedouins thought it was 
the tithe of a song. A third 
Bedouin said the poster ad- 
vertised some kind of birdseed. 

There were several specimens of 
Philips posters displaying half- 
clad women reclining along- 
side radio sets. At Dubai 
as elsewhere in other parts of 
virgin Arabia — women must 
zo strictly veiled, and a woman 
in a swimsuit walking through 
the market would risk being 
Slashed to death with daggers. 

And there, in the midst of this 
pagan crowd, were the gor- 
geous nudes of Philips posters. 
Natives carefully avoided look- 
ing at them, while heavily 
veiled women turned the other 
a 


London representatives are the 
African and Colonial Press 
Agency Ltd. 


South Africa 


South African Publishers [td., 
of Cape Town, have acquired 
from Ramsay, Son & Parker 
(Pty.) Ltd.. the South African 
Furnishing Trades Journal which 
has been incorporated with the 
South African Hardware Mer 
chant and Electrical World. 

The journal has been re-named 
South African Hard Goods 
Journal, as the publishers feel 
that the new title will reflect 
more closely the whole aspect of 
hard goods trading in the Union 
of South Africa and the 
Rhodesias, whefe there is an 
increasing tendency for furniture 
stores to make more use of their 
floor display space by exhibiting 
household hardware and electrical 
lines. Ia fact, the old division 
between the furniture trade and 
hardware trade is disa pearing 


India 


—_—_—_—_——_ 

The Government of India has 
passed an amendment to the 
Finance Bill of 1953 enhancing 
the super-tax rebate admissible 
to foreign companies on. their 
income from subsidiary Indian 
companies from one anna to one 
and a half annas in the rupee 
Ihe Finance Bill has already re 
duced from one anna to six pies 
in the rupee the super-tax rebate, 
admissible to a foreign company 
on jts Indian income, other than 
income from dividends received 
from the wholly subsidiary com 
pany 

The total effect of both these 
changes would be to halve the 
existing disparity in ‘the rate of 
tax payable by a foreign com 
pany doing business in India 
through a branch or a foreign 
subsidiary and that payable, if 
the business were carried on by a 
wholly Indian subsidiary includ 
ing the super-tax payable by the 
foreign parent company on_ the 
dividends received) from the 
Indian subsidiary. the former 
being much (about II per cent) 
lower 
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+ 
Me 


first publication te Canada 


ever to achieve 


One — 
million 


PAID CIRCULATION 


Published as part of the bght nei editions of 
20 leading Canadian newspapers, WEEKEND Picture 
Magazine alone covers more than 50% of all the 
English-speaking urban families* in Canada 
— by far the largest circulation of any 


publication in Canada 


* Centres over 2,500 population where 
75% of the retail sales are made. 


WEEKEND Picture Megezing Montreal, Toronto, O'Mara & Ormsbee inc om Wew York. San Frencesco, Los Angeles; mm Chicogo, john £. lutr€e. 


Representatives for Great Britain: JOSHUA 5. POWERS LTD., 14 COCKSPUR STREET, LONDON, $.w.1 
Telephone: WHI 3366 
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wir is window display so 
bad in Britain? 

Don't the storekeepers and 
manufacturers believe in it? 

Do they really want to sell 
their goods in a vigorous way 
all along the line, or are they 
afraid of vigour—confusing 
vigour with vulgarity? 

Of course they want to sell 
goods and bump up turnover, 
but somewhere or other, the 
brake goes on and an arty influ- 
ence or more to be feared 

- some timid middle-class gen- 
tility creeps in, producing dis- 
plays that are without enthusiasm 
for the goods; pallid, pastel, 
polite offerings that ignore the 
excitement that lies in buying and 
selling something useful or new. 

In some English boroughs, this 
timidity has even got into the 
street decorations for the Coro- 
nation; oh! so tasteful and oh! 
so negligible. 

And yet we have the con- 
tinual cry that we are the new 
f£lizabethans. How they would 
laugh, for the Elizabethans 
were nothing if not robust, and 
rich heraldic colour was flaming 
everywhere in their daily lives. 


It means making 
windows exciting 


But to get back to our Cis’ 


plays, inside and out. Read the 

words of that great arbiter of 

taste, Hardy Amies, writing in a 
distinguished contemporary: 

. Within half an hour 

of arriving in New York, | am 


out window-shopping. Those 
windows are amazing. I wish 
you could see them. And I'd 


like to show them to some of 

our more conservative shop- 

keepers. Not in order to sug- 
gest they go and do likewise 

some of the effects created 
would Jook vulgar in this 
smaller, quieter country — but 
just so that they might absorb 

a little of the American atti- 

tude to the value of ‘putting 

over their goods’ 

(To this the present writer 
would add Canada and Switzer- 
land or, nearer home, Paris and 
Brussels.) 

“Putting over the goods” means 
making the windows exciting, 
showing enthusiasm about what 
vou have to sell before the 
customer ever gets into the shop. 
Ask yourself as an ordinary 
human being, “Couldn't ‘window- 


Window display in Britain is 


declares GEOFFREY WARREN, director, W. S 


Too blooming polite by half 


19 O>> >44 oo oo4 ooo 


© Too many window displays are pallid, pastel, 


polite 


offerings that ignore the excitement that lies in buying and 
selling something useful or new. 


© There must be more colour—bold, warm, inviting. There 
must be more news, more topicality. 


® Thinking will always suggest the unexpected approach to 
the merchandise. Thinking will get the topicality that gets 


the beholder’s sympathy. 


Thinking will find the right 


colours and the right selling phrases for the showcard. 


shopping’ in this country be much 
more fun?” 

Let's take colour first. Why 
are we afraid to use it, to mix 
it boldly, warmly, invitingly? 

Any big advertiser knows that 
colour will do more for him 
than black and white and every 
weekly periodical is straining to 
provide more colour pages - 
jolly, vigorous colour in edi- 
torial and advertising columns 
will always sell - both the 
magazine and the goods. 

Now, interest. What is going 
on in your town? What is at 
the back of people’s minds? 
Here’s an_ illustration. 

There was a window in Lon- 
don, as this article was being 
written, with a basic design of 
ers oe” 
planks! The goods, you see 
(garments, by the way), allied 
with the current scene. Neigh- 
bours B, C and D were already 
putting in their Coronation win- 
dows to last for four weeks. 
What an interest-catching change 
for the passer-by when A's 
Coronation window goes in! 

It's really not difficult to be 
topical and by that, we don't 
mean autumn leaves scattered 
over the September showing of 
tweeds. 


This brings us’ to the matter 
of change — as important as 
any other facet, if people are 
going to enjoy window-shopping 
in front of your store, looking 
with new eyes at your goods. 

Another story. The window 
of a furrier in a populous 
street had not been changed in 
many weeks. One weekend, the 
window was badly damaged and 
Monday morning found it taped 
along the cracks in quite an in- 
teresting pattern. 


Monday morning also found 
people looking in at the window, 
not really knowing why, but, in 
fact, because it had ceased to 
become part of the street furni- 
ture like the familiar pillar- 
box, the crossing beacon or the 
policeman on the corner (whose 
face is invisible because your 
mind has registered the uniform). 

There must be news in the 
windows and on the counters; 
exciting news about customer's 
persona] needs, now or at the 
end of the month. Even the 
grocer can lark with his layout 
of tins if he tries. And because 
his is so obviously a grocer’s 
shop, he does not have to put 
something of everything in the 
window. Let him lark — he'll 
not lose by it. Everyone has got 
more goods in the store than can 
be got into the window. Let 
something be featured then, 
boldly, cheerfully and often. 


So there we have it more 
colour, more topicality, more 
change. 


Need good display 
be expensive? 


Expensive? Windows should 
be and sometimes are bought 
and sold — sold to manufac- 
turers for a week or a three-day 
display like the local! film pro- 
gramme, tied in with some 
special offer of local advertising. 

A manufacturer who can do 
this will always be ready to use 
a window display specialist, 
chosen by himself or by the 
store. So — how expensive is it 


in relation to increased turnover, 
for all parties? 

One more punch, please, be- 
fore we try to be constructive. 


Crawford Ltd. 


May 28. 


1953 


Showcards. How useful they can 
be — and how banal can they 
get? 


A typical British window, 
large, bright, well sited, filled 
with footwear has at the moment 
an ornate card reading “Men's 
Shoes.” Another, “Spring 
Dresses.” 


To the biggest moron the first 
do not look like hats nor the 
second like corsets (oh, and there 
is a spray of apple-blossom to 
remind you that you ought to be 
feeling in the mood!) 

Now let’s pick up the pieces. 
First, last and all the time, re- 
member the old quotation: 

. painful as it is, there is 
no substitute for thought.” 


Let there be thinking first. 
And if there are at the moment 
too many people employed on 
display who rely on intuition or 
pretty, symmetrical pattern- 
making, they will not last long. 
Avoid them; go to professional 
display people who think, There 
are plenty coming up now, 


Nothing will 
hide cheap thinking 


Thinking will always suggest 
the unexpected approach to the 
merchandise. Thinking will find 
the topicality that gets the be- 
holder's sympathy. Thinking 
will find the right colours and 
the right selling phrases for the 
showcards. 


And remember this last one. 
No amount of expensive 
material or props in a display 
will hide up cheap thinking. 
Then lighting, it costs no more 
probably less nowadays with 
fluorescent tubes — to have your 
windows properly lit, top, bottom 
and sides as in the theatre. There 
are free advisory lighting services 
in this country that are second 
t»” none in experience. 


Finally, good display must not 
be realistic it falls half-way 
between advertising and the 
theatre. It has a sense of bold 
colour; it is a little rough with 
the emotions (as life is); it is 
drama... . 


None of which things is ever 
very “polite.” 


P.S.—Let's tip our hats to the 
one per cent of stores in Britain 
who do the finest job in the world 
for the finest quality goods in the 
world. 
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Some 
call them 
“blow-ups”’ 


—a nasty term suggestive of 
inflation, explosion or, at best, 
mere mechanical enlargements— 
most disrespectful! But after 
all these years we "don’t care 
much what people call them. Most of the really 
good enlargements are made by Autotype. 
We can afford to be a little smug. + Autotype enlargements 
are available in any quantity and in all sizes up to 80 sq. 
ft. in one piece (no limit to the number of pieces!). You 


AUTOTYPEWO 


AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, WEST ‘EALING, 


161a—166, Strand, Londeos, w.c.2 


Temple Bar 6089 


ADVERTISER'S WEEKLY 
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can have them in line, tone, monochrome, full colour and as 
transparencies for rear illumination. Blank, spaces earn 
no dividends. We should be vlad to offer suggestions for 
the most effective and economical use of —if you like 


“blow-ups’. 


(Most of the really good enlarge- 
ments are made by Autotype) 


LONDON, W.13. EALING 269! 
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Moving displays at 
showeard cost 


By a correspondent 


Mass production of mobiles has made them an economic 


proposition for any advertiser. 


This exciting new point- 


of-sale medium is popular with shopkeepers because the 
mobiles can be left up indefinitely and occupy no precious 
counter or wall space. 


HE mobiie—hitherto a very 
arty form of modern art 

is now firmly established in 
Great Britain as a_ highly 
effective form of point-of-sales 
display. Yet it was only two 
years ago that Geoffrey 
Rossiter had the idea of adapt- 
ing the principle of the mobile 
(free and constant movement) 
so that it could be employed 
for commercial purposes 

By his,invention of the Rotait 
Rossiter he made possible for the 
first time the mass production of 
moving displays at showcard 
cost, which could be printed, dis 
tributed and erected like thei 
static Counterparts 

The success of this exciting new 
medium is an interesting study of 
the rationalisation of a “good 
idea” combined with clever de- 
signing and sound marketing. The 
original abstract mobiles from 
America made of wire, wood, 
metal, ete., and selling for hun- 
dreds of pounds were, to the ar 
world, a revolutionary ari 
medium; to Rossiter they were 
merely outrageously expensive 
abstract designs in space, but 
possessing the magic of free per- 
petual motion 

It was to overcome the formid- 
able problems of translating these 
abstract art forms into an inex- 
pensive commercial article that 
Rossiter founded the Miles Griffin 
Company, Ltd. After months of 
experiment in conjunction with 
leading British printers, tech 
nicians and designers, his com 
pany designed an extremely 
ingenious method of production, 
enabling the principle of mobility 
to be mass-produced. Patents on 
this method of mass-production 
were filed throughout the world 
and after much debate, the Miles 
Griffin) moving showeard was 
christened the Rotair. 


Intricate designs 

easily handled 

This method of production 
overcame the inherent problems 
of mass-producing and distribut 
ing economically what would 
otherwise have been highly deli 
cate and expensive display, and 
enabled even the most intricate 
designs to be handled like an 
ordinary static showeard. Moving 
showeards printed by any of the 
major processes could now be 
sold for between 2s. and 4s 
thereby making this new point-of- 


Units so delicately balanced as to 
he ser in motion by the slightest 
ay current, 


sale medium a highly economic 
proposition. (Prices sometimes 
fall outside this range, depending 
on the simplicity or complexity 
of the design.) 

The Reair comes to the erec- 
tor in the form of a flat showeard 
with scored units in it. These 
units have already been attached 
to each other with nylon gut 
while still in the flat card, and 
the shopkeeper or salesman has 
only to press the units of the 
Rotair oug of the card—this onty 
takes a few seconds and hang 
it up. The units of a Rotair are 
so delicately balanced as to he 
set in motion by the slightest dis 
turbance of the air, thus provid 
ing constant movement without 
any running costs. The trans- 
parency of the nylon — gut 
connecting the units makes the 
suspension points virtually in- 
visible to the eye, thereby 
increasing enormously the intrigue 
and subtlety of the movement 

From the start, the Miles 
Griffin Co. realised that the 
Rotairs patented principle’ of 
mass-production would only be 
a short-lived novelty unless they 
developed a completely new 
creative approach to designing in 
space. A Rotair should not be 
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merely a collection 
that happen to move. That js an 
attractive “novelty” feature of 
this medium, but like any novelty 
it must eventually lose its power 
to persuade unless it intrigues as 
well. Movement in nine cases 
out of ten must be part of the 
design: and both the movemert 
and that which moves must be 
logically related to the sales 
points of the product concerned 

Frequently, the Miles Griffin 
Company work on particular 
Rotairs in co-operation with 
advertising agencies. For example, 
the Wisdom Toothbrush Rotair 
was produced in conjunction 
with J. Walter Thompson, the 
Mazda Rotair with Mather & 
Crowther and the Hovis Rotair 
with C.P.V. Export Ltd. Produc- 
tion, however, in England, is 
always carried out by the 
Company 

Licensing agreements have al- 
ready been signed with Denmark, 
Norway, Sweden, Italy, France, 
Switzerland and Austria, where 
local production is already get- 
ting under way. The London 
Company, however, maintains a 
full technical design and advisory 
service in close liaison with its 
foreign licensees. Other represen- 
tatives are at present negotiating 
along similar lines for the sales 
of patents in U.S.A. and Canada 
The Irish Free State and North- 
ern Ireland are covered with a 
local sales office in Dublin and 
agencies are being set up in 
countries further afield 

Reactions of salesmen 


of shapes 


retailers 


RIGHT This dis- 
play vehicle has 
heen de velope d and 
designed for Whit 
hread by Richard 
Lonsdale-Hand 5s 
{ssociates The 
sicte and 
branding panels 
can be illuminated 
BELOW The 
Temple Press stand 
at the BALF., Castle 
Bromwich It 
brought many in 

quiries that should 
lead 10 new orders 
at home and over 

seas, 
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An attractive mobile with a 


topical theme. 


and the general public to Rotairs 
have been highly favourable. So 
immediate was the success of the 
first Rotairs for Schweppes and 
Spel that orders were placed for 


new designs soon after the 
original models had reached the 
shops. The reasons for this 


enthusiasm are the high standard 
of design, the flat sheet construc- 
tion, the fact that the mobiles 
occupy the one space that shop- 
keepers can freely offer the 
air. They also stay up indefinitely 
and are tremendously — eye- 
catching. But the real secret can 
be summed up in two words 
constant movement. 
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Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That's why 
we can quote a keen price 
and still maintain our quality, 
noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels ¢ Box tops 
Fancy cartons e Showcards e Calendars ete. 


We are particularly well-equipped for long 
runs and repetition work. 


sah ANNAN iu. 


Ser eeen, 


A HUNDRED OR TEN MILLION 


THREE TYPES 
METCRAFPT: Real metal, 


heavily embossed. Bronze, 
copper, aluminium or col- 
oured. Stick-on or tie-on. 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour, Your 
requirements for size and 
design can usually be met. 


* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request. 


29 LUDGATE HILL - LONDON - EC4: CITY 7357 
55 MARKET STREET ‘ MANCHESTER 3- BLACKFRIARS 4874 


Walsall 
_ Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 
WALSALL 3121 
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Foremost in the 


G G $ 


Be 


textile field 


A FIRST QUALITY PRODUCTION WITH 
EDITORIAL AND NEWS TO MATCH 


THE KENNEDY PRESS LTD., 31 KING ST. WEST, MANCHESTER, 3 
LONDON OFFICE ; 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


No Local Campaign Is 
Complete Without The 


BOLTON | 
STANDARD | 


—-the town's brightest weekly, and | 
best results for your advertising. 
Circulates in Bolton and surround- 
ing townships, and seen by 80,000 | 
readers. 8/- per s.c.i. Thursday 2d. | 


Don't overlook the claims of the | 
BOLTON STANDARD 


Victoria St., Bolton. Tel.47/42/3. 
1S High Holborn, W.C 1. Chancery 8752/3 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD. CROYDON 
ADOISCOMBE 3147-8 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP ) EXPRESS 4 


CRAFTSMANSHIP DELIVERY 


ao PRINTERS 


DOASPLAN 
SILK SCREEN 


SSOCIATED 


RTCRAFTS tro 
PLENDER PLACE, CAMDEN TOWN am: 
EUSTON 1416-7 


A.B.C. 23,213 


The 
Largest circulation 
CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 
. 


Advertising 
Newspaper Representations Lid. 
231 Strand, W.C.2 


Tel; CITy 6906 38A 


| 
| 
| 


SCREEN 
PRINTERS 


Specialising in 


BANNERS 


FOR ALL TRADES 


consult 


Kandor 


19 CONDUIT ST. 


LONDON, W.1 
Telephone Mayfair 0033/4 = 
MIU AUT MMLC 


AYOUENLUE GARRET 


1642 19s 3 


LETTERPRESS — 
CARTONS 


The deme Specie 
cyto oe 
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Beer cans survived atom blast 


The Metal Box 
Company has for 
some months con- 
ducted a_ nation- 
wide press cam- 
paign with a series 
of advertisements 
featuring the slogan 
“No other  con- 
tainer protects like 
the can.” One takes 
its theme from an 
announcement 
made after the 
Monte Bello atom 
homb test, when 
the explosion 
vaporised one 
N.A.A.F 1. Canteen 
and destroyed a 
second, but left 
intact 18,000 cans 
of beer. The beer 
was subsequently 
found to be un- 
contaminated. In 
the advertisement a 
can of beer, a press 
tear-out from “The 
Times” and _ the 
familiar atomi<¢ 
smoke cloud are 
presented, 


NO OTHER CONTAINER PROTECTS LIKE THE CAN... 


NOVEL DISPLAY STAND IDEAS 


Novel display ideas are em- 
bodied in the new stands designed 
for Partos by Sir William Craw- 
ford and Partners 

The stands (two are depicted 
below) include a brassiere display 
unit in sapele and beech woods 
with three pivoting, chromium 
plated arms, in which the bras 
siere forms are made of perspex. 

Another stand for combined 
display of Partos brassieres and 
belts is an upright in African 
sapele wood with base and toggles 


of beech; here again, all model 
fittings are chromium-plated 

For “Minibelts,” the stand is 
made of natural sapele wood, 
perspex and metal, with black 
cellulose hands holding the gar- 
ments neatly and attractively. 

On all these stands the Partos 
name and helicoidal motive is silk 
screened in white on a black oval 


card. 
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NEW PACKS 


Biro packaging New packaging material — for 


re-designed Sheen desiened by Auld & Til 


oa on bury Lid Display outer and 
achaging 4 sever. . 


in the Biro Swan range ha tube cartons are printed in’ six 
redesigned by Richard Lonsdale colours litho. The jars are only 


Hands and Associates | td 
5 ss ; for hairdressing saloons, the tubes 


The boxing for the Bro 
(see illustration) has been | 
more into line with that 
Biro 7. Special Coronation 
aging in the form of a 
which can easily be remove, 
the pen fails to sell as a Corot 
tion souvenir, has also been 
troduced That for the Biro 
has a blue background with go 
lhons The Biro 7 Corona 
sleeve has a white backgror 
with gold lions picked out in 
and blue 


only for re-sale to the public 


These true-to-life models of motor vehicles made from the cut-outs 

recently introduced on packets of Weetabix have proved extremely 

popular with children. Many more of these fascinating models are 
on the way Thev are designed by Godbolds Ltd. 


New pack for the 
Biro 11 has deep 
maroon as _ the 
dominant — colour. 
Lettering is white 
and the box is sur- 
mounted by a gold 
frame. 
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ADVERTISER'S WEEKLY 


What every advertising man 
and woman should know about the number of people— 
or organisations—in a particular line of business or 
of a particular rank or title, is all plainly set out in 
the latest Facts & Figures issued free by CL. With a 
copy on your desk, you can keep tabs on the number 
of prospects direct mail can help you reach for a 
thousand and one propositions. And when you want 
to check on the help we personally can give you 


well, you'll find a few choice words on that subject too. 


To make sure FACTS & FIGURES 
stays on your desk, better get us to 
send an extra copy or two for your 


colleagues while we're about it. 


GL 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Alexander House « Shaftesbury Avenue woe2 Temple Bar 2641 


May 28, 1953 


Public relations for 
advertising: prize 
essay outlines a plan 


Y first suggestion for a 

campaign to “sell” adver- 
tising, and an emphatic one, 
is that it should be planned 
and executed forthwith. 

It must be quite a time now 
since people began to appreciate 
that the effectiveness of advertis- 
ing is influenced considerably by 
the attitude of the public towards 
it, yet here we are in 1953 with 
the man in the street (and in high 
places) generally as ignorant of 
advertisings place in the 
economic set-up as he ever was. 

What profession is better fitted 
for the task of selling itself, and 
in a better position to obtain the 
co-operation of the press and 
other media? Newspapers would 
do both themselves and_ their 
readers a good turn by helping 
us get across the truth about ad- 
vertising. Editorial backing could 
be supplemented by  paid-for 
spaces, catch-lines in the adver- 
tising of individual firms and the 
use of other media in accordance 
with campaign strategy and finan- 
cial limitations. 


Financed by 
levy on advertising 


Assuming that sufficient adver- 
tisers have been sold the idea of 
selling advertising, and of jointly 
financing a worthwhile campaign, 
the bulk of the money could 
fairly be raised by a levy of so 
much per thousand pounds of 
advertising expenditure. The fund 
could be administered by the 
1S.B.A. or the A.A. and the 
“account” divided between 
various agencies. Open competi- 
tions for ideas and designs could 
be organised. 

The length and intensity of our 
campaign would, of course, de- 
pend on the resources available, 
but since we shall have to make 
the notoriously apathetic British 
public sit un and take notice be- 
fore we can put our case over I 
think intensity is the more impor- 
tant factor. Editorial publicity 
would be a cornerstone of our 
campaign, and it would facilitate 
matters here if our campaign 
were timed to coincide with a 
special A.A. Conference. The 
theme of this conference (next 
year's?) would be, say, “The Case 
for Advertising.” A booklet 
might be published for distribu- 
tion in suitable quarters and with 
an eye to further’ editorial 
comment, 

During the period of the cam- 
paign (and afterwards) advertisers 
could wherever possible carry 
one of the campaign slogans on 
their advertising material. “Ad- 
vertised Brands Won't Let You 
Down” is a most effective slogan 
which I seem to remember seeing 
somewhere years ago. It has the 
advantage over slogans like 
“Advertising Benefits You’ that it 


actually states in simple terms 
one of advertising’s strongest 
justifications. 

It might also happen that about 
this time the B.B.C. would broad- 
cast a feature programme on ad- 
vertising, and perhaps a talk as 
well. Prepared by people who 
really “know” advertising, the 
feature would be on the lines of 
the “Focus” series and would 


+4 


The Miles Thomas Com- 
mittee has recommended that 
the Advertising Association 
should make itself responsible 
for the public relations of ad- 
vertising. Here one of the up- 
and-coming youngsters in the 
advertising business says how 
he thinks the job should be 
done. ' 

Philip Barron, of Erwin, 
Wasey, was awarded the 
Saward Cup, one of the 
Regent Advertising Club an- 
nual trophies, for an essay, of 
which this is a condensed ver- 
sion. He headed it ““What are 
we waiting for ?” 

Mr. Barron was among the 
“Under-Thirties” who won a 
consolation prize in the 
**Advertiser’s Weekly” Con- 
ference Opinion Poll Compe- 
tition. 


3 


present the case history of an 
imaginary campaign. No attempt 
at “plugging” just a factual 
portrayal of what happens when 
a manufacturer decides to adver- 
tise and how it affects the 
consumer. 

The talk would be given by 
one of the leaders of the profes- 
sion and would deal specifically 
with “popular fallacies” regard- 
ing advertising. The speaker 
could go on to exolain the part 
played by advertising in building 
prosperity and = raising living 
standards. 

Another possibility would be a 
touring exhibition showing how 
advertising “works.” There would 
be display panels and hand-out 
literature setting out the basic 
justifications in non-technical 
language. In addition a_ short 
documentary-style film might be 
made, and a filmlet to be shown 
with the regular screen advertis- 
ing throughout the country. Some 
posters would also be valuable. 

It would be a help, too, if more 
advertising men and women went 
out of their way to give talks on 
the subject to the many organisa- 
tions whose members are not 
without influence in the 
community. 
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Spotlight on House Organs 


Wi the help of its readers 

Link-up could = carry 
covers aS glamorous as Life, 
declares the editor of the 
North Western Gas Board's 
lively magazine. 

He devoted a whole page to 
an article headed “Wanted, more 
cover girls—help to find them?” 
Two thirds of the page were occu- 
pied by pictures from the cover 
of Life, the American illustrated 
magazine, famous for its cheese- 
cake covers. 

The article explains that these 
pictures generally follow a basic 
formula; they show a pretty girl 
posed to the best advantage 
against a simple background and 
cunningly photographed to make 
a dynamic picture. By following 
the practical example of Life with 
regard to covers, Link-up, feels 
the editor, could gain a great deal. 
He knows that in every office in 
the Board’s area are girls of vivid 
looks and personality, but in 
many cases they are reluctant to 
come forward and be _ photo- 
graphed. He appeals to readers 
to help him to overcome this by 
sending a snap of the belle of 
each Undertaking, or by sending 
her name and whereabouts, so 
that arrangements can be made 
for her to be photographed. His 
last two pictures show how a 
photographer can turn’ even 
mousiness into glamour. 


Editor asks readers for more 
cover girls 


No doubt a certain number of 
long noses will be looked down 
at this vivacious editing. But it 
is good clean fun, and first class 
light relief in a journal which is 
generally serious, though never 
dull. \ few more industrial 
editors should get hold of their 
readers and shake them up the 
way this fellow does issue after 
issue. | would include Link-up 
in the best 20 house organs in 
this country. 


* * * 
Wrtcome To John Peel Jot 
tings, a new littl customer 


journal! produced by S. Redmayne 
& Sons Ltd., the Cumberland 
tailors The first issue consists 
of little bits and pieces with a 
countryside flavour. I think later 
on it will settle down to a rather 
deeper philosophy, glancing out 
of the corner of an eye at that 
excellent magazine The Country- 
man. | commend to the editor the 
method of Robertson Scott who 
founded The Countryman for 
country lovers; he put into it 


what he liked, confident that a 
lot of other country lovers would 
like it too 


he made no attempt 


Typographer, 


meet the 


when you make your initial plans. 
He can suggest kinds of paper 
that will give a new vigour to your project, 


and lift it right out of the ordinary run. 


to guess at the tastes of 
people, he sought only 
who shared his. 

* * * 


TiITLe OF the new quarterly 
from Marconi’s Wireless Tele 
graph Company ts Aerial 

Aerial is a Quarto MagaZine on 
art paper with a fairly elaborate 
colour cover and more pictures 
than text inside. It is a news 
magazine in which Marconi’s 
part in current affairs is reported 
in more detail than in the public 
prints. The first issue in January 
was a trifle bitty, but the second 
in April flowed more steadily and 
in consequence held the reader's 
interest more firmly, Future issues 
will no doubt show further pro- 
gress towards easy reading it 
would help if the text were not 
cut up into little bits, and if the 
arrangement of pictures) con- 
formed to a pattern. 

* * * 


ANOTHER NEWCOMER—how they 
rol] out!—is a four-page news- 
paper called Trade Topics trom 
Burrage & Boyde Ltd., makers 
of Newmaid suction sweepers and 


other 


those 


man 
cuho isn’t there.... 


It’s a question of the Anniversary Booklet. 


So of course they want something 


that’s going to be rather grand. 


layout man, print manager have all come together 
and they're pleased with the ideas they’ve planned 
But though so much depends on an expert use 
of paper, there’s no one present 

who’s really a paper specialist. 

Do call in Spicers Paper Consultant 


ADVERTISER'S WEEKLY 
By Brian Hilton 


other hardware lines. An editorial 
explains that it has been started 
to provide a means of extending 
the discussions between customers 
and the firm's representatives 
since problems are now too 
numerous and often too big to 
be covered in the ordinary space 
of a representative's call. 

That is a good statement of the 
case for such a house organ. 

It is a thoroughly competent 
job, produced by the practised 
hand of Gavin Starey. Like all 
good customer journals it takes no 
narrow view, the editorial rang- 
ing over the whole field of hard- 
ware selling with not too much 
plugging of Newmaid. 


* * * 


ALSO NEW are Naafi Review, a 
half-yearly survey of Naafi activi- 
ties, and Fisholow Magazine 
published by the Material Hand- 
ling Division of Fisher & Ludlow. 
The latter is intended to supple- 
ment the firm’s other direct mail 
activities by giving customers an 
allover view of the organisation. 

* * * 


“Electrolux Magazine’ goes 
out to inspire not only Electrolux 
salesmen but dealers as well. A 
recent issue talked like a Dutch 
uncle to retailers about the way 
to use advertising. These factua', 
hard-hitting house magazines 
that really get into the selling 
fight do a good job. 
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NEW PRESIDENT 
OF B.P.A.A. 


ON all accounts service to his 

profession, to his city, and to his 

country during the war Alderman 

Sidney Brown, who wil! be the new 

president of the British Poster Ad- 

Vertising Association, — definitely 
passes muster 

He became a council member of 

the Association in June 1939 and 

haus served on 

many comnmut- 

tees. He has, 

in a way, a 

uA nealogi cal 

interest in 

I ! | ] Ss & 

Rockleys Lid. 

of which he is 

a director, as 

well as being 

group mana 

ger of the 

Leicester 

area, for his 

futher, Wil 

ham Brown, 

was joint 

founder (with 

Lisle Rockley, a past president of 

the B.P.A.A.) of Rockleys Ltd., a 

poster business in’ Nottinghamshire 

and Leicestershire. When Mills & 

Rockleys was formed in 1928, 

Sidney, like his father. remained 


with the new company 

A company commander during 
the war, Mr. Brown was taken 
prisoner at Dunkirk. On his return 
from Germany in 1945 he became 
adjutant to the City of Leicester 
Cadet Battalion. He was elected a 
Conservative member to the city 
council in 1938, an alderman ten 
years later, a High Bailiff for the 
City of Leicester in 1950. That he 
has served on many committees 
goes without saying. If public spirit 
counts for anything he should make 
a first rate Coronation year president 
for the B.P.A.A, 


He called to talk 
pusiness .. . 


CONGRATULATIONS — belated 
but sincere to Dorothy Freeborn, 
advertisement manager, Modern 
Woman, and Clive K. Metcalfe, 
general manager, Scrubb & Co., 
Lid., and associated companies 
fincluding Agfa Ltd.). It just shows 
you, advertising can lead to any- 
thing. They first became acquainted 
when Mr. Metcalfe called to discuss 
his advertising. Now they are getting 
marricd—-on July 11 

Miss Freeborn joined Pearson's 
in 1936, became Modern Woman 
advertisement manager ten years 
later, and will carry on with her 
job after her marriage. She is a 
popular member of the Women's 
Advertising Club of London. 


KENT MESSENGER 
ROUP 


OBSERVER 


SOUTH EASTERN 
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LONDON. 80, FLEET ST. CENTRAL 7500 


C.K Metcalfe 


Dorothy Freeborn 


May 28, 


R. M. Carpenter 


EVEN if 1 did not know that John 
Wilder, press officer, Pictorial Dis- 
play Ltd., is a member of the British 
Interplanetary Society, it would be 
impossible to mistake the genuine 
enthusiasm with which he writes 
about the three “space ships” built 
by that firm. Particularly when he 
refers to the various ingenious 
devices that not only depict life on 
the moon but also convey the 
sensations of the journey to it. As 
a devotee of terra firma who much 
prefers the “firmer” to the “terror,” 


in aoe eel 


I feel there is a lot to be said for 
this way of becoming moonstruck! 

The space ships were designed 
entirely by Pictorial Displays, whose 
managing director, Stanley J. 
Collett, has been supervising the 
construction by more than SO tech- 
nicians since January. The ships are 
being exhibited respectively in the 
Festival Gardens, London; at Black- 
pool, where Hulton Press are using 
it as an Eagle tie-up; and-—a special 
model with greater scientific pre- 
tensions —at Scarborough. 


Flying director 


How many miles is it to Ireland? 
For R. M. (Bob) Carpenter it }.as 
so far proved to be 15,000! Mr. 
Carpenter, who has recently been 
appcinted a director of Foote, Cone 
& Belding Ltd., handles the adver- 
using of Aer Lingus as one of the 
nine accounts in the advertising and 
marketing group under his control 
at F.C.B. 

A regular visitor to Aer Lingus’ 
head offices in Dublin, he calculates 
that over the past five years he has 
already travelled over 15,000 miles 
by Aer Lingus for client meetings to 
discuss advertising plans and pro- 
grammes. Bob Carpenter is no 
stranger to the air, for he was a 
pilot during the war, and was 
awarded the D.F.C. 


* * * 


Next Thursday, G. Donovan 
Candler, managing § director of 
Artists Partners, flies to Copenhagen 
before going on to Stockholm for 
six days, and thence to Oslo for 
another three. Purpose of this visit 
is to hold an exhibition of the work 
of artists which his organisation 
represents, An extensive range of 
exhibits is being freighted by sea 
for exhibition in various galleries. 
At the same time Mr. Candler hopes 
to appoint agents to handle Artist 
Partners’ business in these countries. 

He will break his journey on the 
way back at Paris to renew contacts 
with various French artists repre- 
sented by Artist Partners. 


ADVERTISEMENT directors, 
clients, and other agents were pre- 
sent in force at Claridge’s on 
Wednesday of last week to drink the 
health of Smee’s Advertising Ltd. 
and to partake of the truly enor- 
mous 2Ist birthday cake, bearing 
on its face a picture of the agency's 
premises, presented by their client, 
Huntley & Palmer Ltd. 

C. Anstice Brown, formerly direc- 
tor, Institute of Incorporated Prac- 
tilioners in Advertising, in paying 
a graceful tribute to E. A. Smee, 
managing director, did not forget 
to mention the way Mrs. Smee held 
the fort during the. war when her 
husband and some of his colleagues 
went to the war. 

Mr. Smee’s speech revealed the 
obvious pleasure in the success 
both of his agency and of the birth- 
day party. When he referred to the 
Coronation somebody called out 
“Competition, ch?” Mr. Smee 
looked back a few days, when he 
was presented with a grandson, and 
forward a few years to his agency's 
Silver Jubilee, hoping we would all 
be there. I certainly hope I shall. 


* * * 


Mr. Smee was employed 32 years 
ago in the advertising department 
of C. A. Vandervell & Co., Lid., of 
Acton, under C. A. Vandervell, 
who recently celebrated his 82nd 
birthday. This association still con- 
tinues as Smee’s have for many 
years been agents of Vandervell 
Products, which company is con- 
trolled by “C.A.V’s” son, G. A. 
Vandervell, the owner of the famous 
racing car “Thinwall Special,” and 
who pioneered the introduction of 
(the Thinwall Bearing to the British 
automobile, aircraft) and general 
engineering industries. 

* * * 
AT the Advertising Creative Circle 
dinner, the chairman, Clifford 
Bloxham, asked: “Is there anybody 
here who doesn’t know what ‘flong’ 


“He's a Chinese agent!” some- 


body called out, 
Contact 


WEEKS WISECRACK 


“He says his ad. has been 
murdered and he thinks 
you may be able to assist 
him in his inquiries.” 
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OBSERVER 


Certified 
Average Net Sale 


July — December, 1952 


454.144 


(Audit Bureau of Circulations) 
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£11 an inch 


The Observer Ltd. 22 Tudor St., E.C.4 
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THE MIDNIGHT OIL. When needs must, 


we can put ona sprint with the best. But we're 


real sticklers for the finer details of reproduction; 
we use up-to-date equipment, modern methods and 
a cheerful, shilful staff to check accuracy to the 
Nth degree. That requires time and patience. 
We welcome you any way. Consult us in good 
time and we welcome you with open arms ! 

Canada’s 

: CHARLES 
OwnWeekly | 
) | & READ 

Newspaper LIMITED 


in Britain THU RS DAY Printers by photo-litho-offset 


! 
| 
Advertisement Director: 376 Strand w.c.2.* Tempe Bar 5875 | 27 CHANCERY LANE, LONDON, W.6.2, 


Mo ld AM 0 


PHONE HOLBORN 262 
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New technical 
monthly 


Designed to promote mechanical 
handling of ship and plane 
Cargo Handling is a new 2s. monthly 
published by a new company, 
ferminus Publications Lid. Colour 
is confined in this issue to the 
outside covers. Normal page rate 
£28 Advertising manager is | 
Blown. 


Cargoes 


¢ * Sa 
The 1953 House & Garden colour 
exhibition at the Decoration Centre, 
16 Grafton Street, W.1, has been 
re-designed for summer living 
s ¥ * 


A re-designed front cover and 
modernised layout have been in 
troduced by the Merchant Shipper. 
One of the reasons for the change 
is that on occasion the publication 
has been mistaken for a ship con 
struction journal, Now the descrip- 
tion “The journal for export man- 
agement” appears on the cover, and 
the various subjects of news content 
are set out in a panel, 

* ¥ * 

Coras lompair Fireann, the Irish 
State transport authority, is discon- 
tinuing from this week publication 
of its weekly periodical, The Link. 

* * * 


Special publishing plans have been 
made by the Farming News to cove: 
the Royal Highland Agriculturai 
Show at Alloa from June 23 to 26 
Extra editions will be published and 


on sale at the show on June 24 and 
25 giving reports, and pictures of 
the previous day's event. The usual 
weekly issue will be a Highland 
Show special The extra editions 
will carry all the advertising booked 
for the weekly issue without extra 
charg 
* * 


A new monthly publication seek- 
ing to provide news, views, and 
information about sponsored or 
commercial television advertising 
has appeared under the title TV 
Newsletter. Managing editor of 
IV Newsletter is b. Goldschmidt 
formerly in charge of Voice & 
Vision radio department, 

* # * 

The Technical Journal of the 
Brush Aboe Group wil! appear 
every two months and will go to 
the Group's customers agents, 
issociated companies, and Govern- 
ment representatives abroad. — Pro- 
duced on art paper, it is under the 
direction of J. H. Sutherland. 

* * * 

To-day's (Thursday) issue of Kine 
Weekly carrics a 20-page supplement 
summarising achievements in- third 
dimension and the various tech- 
niques Of panoramic wide screen 
and stereophonic presentations 

x ” ¥ 


The story behind the preparation 
and design of an advertisement for 
Allbright & Wilson Lid. is told by 
Frederick A. Horn, art director of 
I. Booth Waddicor & Partners Ltd. 
in the June issue of Art and 
Industry. 


ADVERTISING MANAGER’S CORNER 


Tribute 


It gives us pleasure on this historic occasion to 


lay aside our usual band parts and dedicate a 


loyal fanfare to the most successful display of 


the century. 


We are proud to belong to a nation that can 


still command the attention of the whole world 


by peaceful means. 


We are 


whose personal qualities are the finest) possible 


advertisement for the British way of life. 


distinctive showeards, clever cut-outs by 


happy to pay 


homage to a Queen 


HARRIS | 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
3295-6 


Tel REG 
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CORONATION SPECIALS 


Tomorrow (Friday) The Times 
will contain a number of special 
articles on the Coronation in a 20- 
page issue On Monday, June 1, 
the full programme of the Corona- 
tion Service and of the processions 
will be given in a supplement frec 
with the paper. The Honours List 
will be given in full. On Wednesday, 
June 3, The Times will be enlarged 
to 24 pages and will give a full 
description and many pictures of 
the Coronation. 

* * * 

To mark the Coronation Home 
and Country, the magazine of the 
Women’s Institute movement, has 
produced a full colour cover for the 
first time in its 34 years of publica- 
tion, 34,000 extra copies of the issue 
have been pre-sold to subscribers at 
home and abroad, making a total 
circulation of 162,000 copies 

. * * 

This year's edition of British 
Craftsmanship, an annual for over- 
seas visitors, is described as a 
Coronation shopping number It 
gives a review of craftsmanship in 
glassmaking, wool, leather, pottery 
and furniture industries. 


Title-piece in gold 


The Daily Mirror is using gold 
for its title-piece during the Corona- 
tion period. 

‘ # % 

Owing to the Coronation the issue 
of The Listener dated June 4 wil! 
not be published until June $. After 
this The Listener will revert to its 


usual publishing day every Thurs 
day 


* * * 


Coronation issue of Childhood! 
Parents carrics a full colour pic- 
ture of Prince Charles on its cover, 
an article on “Growing up to be a 
King.” and a record volume. of 
advertising. 

* ¥ Pi 

With its Coronation (May) issue, 
The Voice of Industry, published 
by Aims of Industry Ltd., has in- 
creased its page size to 8&4 in. x 
6} in. and its page rate from £25 to 
£30 Price gocs up from Is. to 
The Coronation copy costs 


* * * 


A Coronation Cavalcade of Sport 
it the White City, sponsored by the 
Sunday Pictorial, raised £7,000 for 
the St. John Ambulance Brigade. 


Royalty and the turf 


David Cope Ltd. have published 
Cope’s Royal Cavaleade of the Turf, 
a history of Royalty’s association 
with racing for over two thousand 
years. Price 10s 


* ¥ HK 
The British Racehorse has cele- 
brated the opening of its fifth year 
with a Coronation issue, commem- 
orating the traditional association 
of the Royal Family with the 
British turf. It is a record number 
with 172 pages, over 60 being 
advertisements 
* * * 


A special Coronation issue of 
Vision to be produced on June 12 
will inform Latin-American business 
men what they can expect from 
British business, with special em- 
phasis on the aeroplane, car, distil- 
ling, engineering, radio, television, 
and electrical industries, 


The Coronation Souvenir number 
of Shoe and Leather Record 
has over 250 pages. Pictures 
of the Royal Family and leading 
Statesmen of this country and the 
Dominions are followed by mes- 
sages from prominent members of 
the boot and shoe trade. Many of 
the advertisements are in full colour. 


* * * 


The 130-page Coronation Souvenir 
issue of Farmer’s Weekly carries a 
full colour ad. on its front cover 
for Massey-Harris. Other colour 
ads. appear in an eight-page centre 
spread which includes a_ pictorial 
feature on “The Prince Consort's 
Diary.” 


Crown of roses 


The Coronation issue of the 
British Vogue Export Book has a 
blue cover illustrated with a crown 
made of roses. Eighteen pages are 
devoted to features on British 
achievements in the various fields of 
textiles. 

* * * 

This week's Sunday Express wil! 
include a four-page supplement for 
the housewife. Entitled “It's a 
woman’s day,” it is designed to 
help with entertaining for — the 
Coronation, 

* * * 

The June (Coronation) issue of 
Everywoman wil! be another record 
issue for this publication and will 
carry 58 pages of advertising in a 
112-page issue. It will contain a 
special 8-page supplement on how 
to entertain with hot and cold dinner 
parties during the Coronation fes- 
tivilics. 

* * ” 


The Aeroplane Coronation num- 
ber published this week is an en- 


larged special issue containing 
nearly twice the normal number of 
text pages. It includes an illus 
trated survey of the course of 


acronautical progress since the last 
Coronation, 


Elizabethan ads 


Colour throughout its 64 editorial 
pages marks the Coronation number 
of Punch. The number is in three 
parts—"This Blessed Plot,’ “Rising 
to the Occasion” and Coronation 
Charivari. Many of the advertise- 
ments follow the Coronation 
theme. Among those in full colour 
is a full page tapestry for Harrods 
depicting valorous deeds in the 
reign of the first Elizabeth. 


* % » 


Bath & West & Southern Counties 
Show returns to its native city in 
June after an interval of 26 years. 
Wessex Associated News series of 
Bath are to mark this Coronation 
Year event with the publication of 
four special supplements to appear 
in the Bath & Wilts Chronicle & 
Herald, Bath Weekly Chronicle & 
Herald, Somerset Guardian and 
Wiltshire News, and the reservation 
of 1.704 column inches of advertis- 
ing in these supplements is an all- 
time record for one event in this 
group 

’ ¥ * 


A 24-page supplement illustrated 
in full colour and reviewing the first 
half of this century, will be included 
in this week's number of The 
Economist. For the first time the 
magazine will have a coloured cover 
printed on imitation art paper. 
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ADVERTISER'S WEEKLY 


ROYAL AIR FORCE 


Fly tug Review 


inset apostle , , 

|"PLANS FOR A NEW 
| LUFTWAFFE 

Dolan Davis Whitcombe & Stewart Lid. organised the party at the Café 

Royal, London, last week to introduce Canada Dry to 200 West End 


barmen. Pictured here are (left to right) Pamela Brown, of D.D.W.S.; Roy Is OF 1,326 AIRCRAFT 
Clark, advertisement director of “The Star’ » Angus Mackenzie-Charrington, | BAS CAL CORRESPONDENT 
director of Canada Dry (London) Ltd.: a { Ronald Jones of D.D.W-S. BY OUR AERONAUTI 

icers are plan- 


; fe off 
icici ieisitiitieaiaaiete Five former Luftwat -e which could V . 
ing a new German air force 4+ 1 E German officers, the 
aing an is ratified. eldest 47 are planning 
¢ 


L E G A L A N D G A Z E T T E | The force es total eel of Ww Luftwaffe for Western 


bout 80,000 officers and Prmany—an air force which 


ermans plan 
air force 


26 aircraftanda : - ine Dul on 
PUBLICITY AGENT Vales “(Mon * Biipanting, NG Wemezn | | 1328 Seer ould consist of 20 Grundein- Bild Rave 1.326 planes wc) 
: * Vali (Mon) Billposting Co, left men, and W ts. roughly equivalent men 
CHARGED £3.991 4s 10d. gross, £1,803 68. net heiten, or basic uri tae these. four would “a ry ~ mag have the top 
Davin CamMeRon-FORRESTER of 70 > ; se aGow High Comma; 
Geoffrey Smediey, pubiicity agent, Brendon Way, Westcliff on Sea, Essex, to an R.AF. —— two, all-weather. night AS been laying plans toe 
Dean Street, Blackpool, Lancs, was chairman of Curtis Advertising Lid | have day fighters, , two. recon- 
charged at Bray (Ireland) District Court, left t1.613 14s, 7d. gross, £1,539 14a, 7d. ighters ; 10 fighter-bombers ; ’ { ast Year in @ dirty red-brick 
with obtaining board and lodging to the net | higt cts, aircraf ' D>, transports ng at Bonn 
amount of £15 Ss. from a local hotel by Mr MarGarer Duncan Howie, of | mayssance ¢ - ir wor y 
false pretences, and with obtaining by Cooden Beach Hotel, Bexhill. Sussex, a | Th P 1 Air Force Fivyi r: for i. ~4 Bn ee —,... 
false pretences £§ from a Bray res dent director of Rex Publicity Service Lid ssuc of the Roya “ hi up the fe ge - 2eac s'sne lo 
Det.-Set. J. Kelly said that Smedicy left £7,146 9s. Nd. gross, £6,724 15s. <d which is published month i” wate LOrce cannot be given 
arrived in Bray last August and repre- Mrs. ANNA EDWARDS MILNE, of 2 The tend , ada th -_ European Defence 
sented himself as preparing a guide for Drive, Northwood Middlesex, wife of it Bonn wi 1S Signed 
British Legion clubs. He collected over Andrew Milne. director and general ’ nm charge 0 ning 
£2 tor advertisements but the guide was manager of The Draper's Record and | “ 4 
never produced The sum of £28 was Mens Wear, left £759 17s. 8d. gross, | G 
handed into Court and the District £696 7s. 10d, net EN “ 
Justice released Smedley under the Pro- PReDtRICK ERNEST NorTuey, of 47 c UINE flying 
hation Act on condition that he returned Wilton Street, Plymouth. a director of | Saucer is ne: { 
4 Caring ae - 
to England immediately The Western Morning News Co, Lid, } realit i ot 
left £3,798 gross, £3,752 net | at ] Y, in design ‘ nese Britis 
- Riciary Noe. Garrop THOMAS, of 34 east, at tl famous ject 
: a aes Abbey Road. St. John's Wood, London A. V. : 1 h of the r project. 
COMPANIES WINDING-UP N.W.8, chairman of the South Wales near — Canadian works working on a onrield viarshal 
: . 3 : Areus left £210,600 4s od RTONS Lo. ' bs 
The first’ meeting of creditors of Mn . aa eports of 
MopekN DISTRIBUTION (GREAT BRITAIN) £-04,036 168. 9d. net. He left all his Details bau iBlish uter & saw a model 
Lip., S1 Mount Street, London, WI. stocks, shares, shareholdings and other in ty boned d Mont omery he visite 
Newspaper, magazine and periodical pro. interests in the South Wales Argus Ltd t . or hine en M Iton 
Prictors and publishers, was held. at and its subsidiaries, upon trust for his d e mac ane lant at 4 t 
the Board of Trade Offices, Inveresk nephew Cerred Van teyningen and his ; vro Canadas P riptions © 
House, Strand, W.C., when the Official nephew Garrod Treverton and their issue. | revolutionary oO. ; k First desc een 
Rex r reported that the winding-up silane | month’s 4,. = “BN in thi his wee' : ted craft have Daily 
' ¢ 7 P > § ISS i 
order was made on March 23 the projec Toronto 


howeve; 


1946. with a m a ssued ¢ al . hat the ir KN 
aie a4 nominal and issued capita Pig Pubtications Ltd. Nomina! capital A 1 


NV 


rhe company was formed in February NEW COMPANIES This does not mean, 
nistry 


Vay involved sn an ec 
. he snnten £100 Publishing the journal known as y 7 
a re oe ene My ‘ae . Pig Farming. Directors: BA Steward, | . Doval Air Force 
A ey se SF. Forton, and H. G Buse nel BRoy 
ee pe = tans ns Conquest Publications Ltd.. 2, Trinity | ’ ae 
seen £9 1 s He sa 4 thet the ‘aon Street, Hastings Proprietors and pub- | panzer divisions. "7 , 
other than a small sum in the bank, hers of newspapers, journals, magazines Th teen f the Germangt Startling 
wholly comprised book debts due to the Nominal capital: £100 Subscribers : In charge © staff is Cag, 0 
inninaies 2 GW. B. Dixey and H. J Murch lanning Sta Sites rthodox engineer 
A rdin J Power & Pedal Ltd., 84 Newman P suser, former st ers have ber 
ccording to a director. negotiations bot Puhtiaher - shard Heus y | Startled by the . ’ n 
were procecding for settiement of ie Str Ww Publishers and pr prictors of Ric - to Goering > LP y © des niptions f ; 
ms oust and ng to the petitioning newspapers journals magazines and | of Stall on wy | 4nad an fi , OF @ new 
pron oe > were Ge b tone ae an hooks. Nominal capital: £2,000. Direc 4th Air Division ithe “4 yin ‘ Published : 
application w uld be made to the court tors: F Farr and B. Fenton i the 0 < ny 
for @ stay of the « nding-up Thomson Company of Canada Led., | ‘ ated jn th a . 
A resolution was passed for the Manficid House, 376 Strand, W.C2. | ” “lying ae Royal Air Fy 
appointment of J. D. Clark, $9 New  Proprictors or publishers of newspapers by 1% Review,” An — 
Cavcniion dente London, W.1. as ourna’s, magazines, books Nomina , . amazing 
liquidator, toge:her with a committee of capita £100 Subscribers D V , . 1] 1 ( 
lasnection Jennings and R. J. Bridgeman Heuser, the Air Plan , t Not houe * nal 
' Paul Brewster Associates Ltd. 2 gays of the “ re et StIC Capsule su) used in 
_ a Dover Street, W.1 Publicity and adver ng Stat: 5 “rounds d by “ a 
, tising agents Nominal capital: £100 ed mlant.” Engine, 
MEETING OF CREDITORS Pe BR Rencia, A. Goldstone and , ~ 
One . 
The first’ meeting of creditors of Ernest Ratcliff Studios Ltd., 11) Peter 
REGINALD EDWARD WEESON ately of 29 Street, Manchester, 2. Advertising and 
V carare Road Neasden _ ndon publicity agents and specialists Nominal 
N W.10, advertising agent. was cid at capital: £1,000 Directors: |} Ratcliff . . : ’ 
London | Bankruptcy Buildings, Carey nd Mrs C. Ratcliff | First with the aviation news and prominently quoted by (the 
Street, WC, when the Offic al Receiver P . :  s . 
r ported that the debtor had not filed “ Pg a = me = National Press, the Royal Air Force Flying Review appeals 
Statement o 1S affairs % matter was take evi ct i e H io — » i H » 6 ° - 
left in the hands of the Official Receiver fi i I py oe toa big public because it supplies the ‘popular’, as well as 
as trustec Registration én 116 Chancery Lane, technical, treatment of aviation subjects. 
ondon, oer 2) 


WILLS iat The Flying Review is the most widely read service journal 
oe einueae a ‘- ‘Glasgow Evening with a big civilian following—a sound advertisement medium 


Cadogan Place, London, S.W.1. former Sie 9 for men’s consumer goods. 
Public relations adviser to the Prime Citizen 
Minister eft £* O82 10: id On 
£4.513 Os. Id net Py See Average daily net sales for the Photogravure: colour pages available. 
Chartes Biackwatt Ret. of  10¢ Glasgow Evening Citizen, with a 
Kingswood Road Shortland Kent . ' s 
3 oe oe _ ' . ra an .. si —" sal so figure for last month = of Apply for specimen copy and rate card to-day 
editor if The Surveyor. left 200,123, were given in a two-page 
£15,685 12s. 7d. gross, £15,570 ks. Lid advertisement in our last issue 
net ane 7 >mbe 
JOuN Le Cram or Rees, of Ben his poor ae OS COMME, 8 met om ou 180 FLEET STREET, LONDON, E.C.4. CHAncery 8844 
Rhys Liantarnam Mon managing of The Audit Bureau of Circula- 


director of De Rees Billposting C tions, 


7 Sn | ie ee oh — —_ ey 7 oe 
‘ 7 ee ie . . r F 7 huey 
May 28, 1953 ‘ 
j & ‘ a at ¥ ef bf 3 es y a ‘i 
: | | | ie) Scan a | 
| © —n ewe . 
;-: yt koa . 
ss PF > NG : 
.* i a ; | . 
a . = hy : :. 
Aes ‘5 "aes os , - 
~ eo a ao : ae. @ t 
—-" er rie ee Sree “3 , ae ie 2 ‘ La 
Ree ee) Ys. Se a a 
—— ee a 
sa A + PRY at ter : 2 } 4 * sues } 
eee be ts — a “st "7 
* et Bee ‘ > 
bY dim 
ee 
ae 
iWese* 
ae 
7 
| oe 
. . 
aa 
' 
> 
£ 
a 
~ 
= 
“ 
i 4. 
Z 
Fie 
‘eu 
s 
; 
4 
= Le: a S 
* i Sea ae ao i a cs RE. Be . 


ADVERTISER'S WEEKLY 


To reach 


all kinds of 


FOOD 
MANUFACTURERS 


COLLINSONS 


ADVERTISING 
AGENCY LTD. 


LEEDS 
advertise in 


FOOD 
MANUFACTURE 


Dawson 


Jar, Bottle, Can, 
Bakers Tray, 
and Utensil 
Washing 
Machines 


FOOD MANUFACTURE 
STRATFORD HOUSE, EDEN ST., LONDON, N.W.1 


PAINT 


Manulacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 
9 EDEN ST - LONDON 
EUSton 5011 


N.W.1 


| 


Current Advertising 


Surf distribution complete-first 


Field 
tela range 

A c&ncentrated consumer cam- 
paign will be used to launch Buck- 
ingham Lavender, a new range of 


| products by J. C. & J. Field Ltd. 


| next week 


Advance posters on escalator 
panels on the London Underground 
were put up last week for the 
Coronation festivities. But the main 
campaign will break on June 14 
with a concentrated coverage in 
women’s magazines, both in colour 
and in black and white, followed by 
a half-page in the Sunday Express, 
and back pages in full colour in 
Picture Post. 

Design, colour and copy of the 
ads., state Greenlys Ltd. who are 
handling the campaign, has set out 
to create a sense of fragrance. 

New packaging has been designed 
and special point-of-sale and display 
material prepared. 

It is stated that the campaign will 
be probably the biggest ever devotcd 
to a single fragrance range. 


. 
Dealer aid 

E.M.I. Sales & Service Lid. are 
taking a number of large spaces in 
provincial newspapers for His 
Master's Voice products and invit- 
ing dealer tic-ups. 

Recently they booked an 11 in. 
triple space in the Manchester 
Evening Chronicle. But with the 
support of local dealers it virtually 
became a full page advertisement. 
It was surrounded by announce- 
ments by 24 H.M.V. stockists in the 
Manchester area. 

Charles F. Higham Ltd. are the 
agents for H.M.V. 


New cleanser— 
without perfume 


Distribution has started of a new 
Chemico white cleanser. Advertis- 
ing will begin later in the year when 
the new line has a_ nation-wide 
coverage. 

Meanwhile the manufacturers, the 
County Chemical Co., Ltd., are 
confining their advertising to the 
pink Chemico cleanser, which, un- 
like the new product, is perfumed. 
A campaign, handled by Hoffman 
& Co. (Advertising) Ltd., Birming- 
ham, is using women’s magazines 
and daily and weekly newspapers in 
the Midlands. 


Regal Red for 


‘ . 
the Coronation 

A new range of Three Flowers 
lipsticks is being introduced by 
Richard Hudnut for the Coronation. 
The shades include Regal Red which 
will be featured in a full page full 
colour advertisement in’ Woman 
The following weck there 
will be a half page full colour ad. 
in Woman's Own. 

In addition to the new lipsticks 
the ads. will also feature Three 
Flowers face powder, Milk of 
Cucumber cleansing lotion and 
foundation. 

Hudnut are distributing a new lip- 
Stick testing stand in the shane of a 
crown and a showcard, adapted from 
the full page ad. in Woman. The 
agents are G, S, Rovds Ltd, 


Big ads. for new | 


national scheme 


Levers have launched their 
first completely national cam- 
paign for Surf this week. Surf 
is now on sale throughout the 
U.K., including Northern Ire- 
land. 

The campaign broke on Tues- 
day with a full page in the 
Daily Mirror. Other — Jarge 
spaces are being taken in 
national daily and Sunday news- 
Papers, Magazines and provincial 
newspapers Posters are also 
being displayed throughout the 
country 

Initially Surf distribution was 
mainly confined to London and 
the Home Counties. Recently, 
Surf parties to introduce the de- 
tergent have been staged in Birm- 
ingham, Leeds, Glasgow and 
Manchester 

Except for certain split edi- 
tions this is the first time Surf 
has been advertised in national 
newspapers and magazines, 
Lintas Ltd, are the agents 


18 i 
The Silver Lining 
Silver Quick is the name of a 

new Silver cleaning preparation 

being launched by S. C. Johnson 

& Sons, Ltd. It will be backed 

with heavy national advertising. 

Trade press advertising started this 

week with large spaces. The agents 

are Erwin Wasey & Co., Ltd. 
Footnote: Advertising broke two 

weeks ago for J. Goddard's silver 

cleaning preparation, Silver Dip 

The agents for this are Colman, 

Prentis & Varley Ltd. 


* o 
Disney tie-up 

Nations! advertisers who will be 
running campaigns tying up with 
the new Walt Disney film, “The 
Sword and the Rose,” include 
Worth dresses, Harella, Zoltan 
White jewellery, De Farre jewellery, 
Tuderose stockings, and Mininittc: 
knitting machines. 


May 28, 1953 


Coronation drive 
for wool 


The International Wool Secretariat 
took half-pages in the Daily Express 
on Monday and Tuesday for their 
Coronation promotion drive. 

Monday's advertisement showed 
a map of Coronation London and 
the Royal route. Tuesday's adver- 
tisement took the form of a wool 
shopping guide with a map pin- 
pointing leading West End stores. 

Supporting these ads. are large 
spaces in other national daily news- 
papers, 600 bus fronts in the 
London area, 500 quad crown 
posters on the London Underground 
and roof cards. 

Sixteen sheet posters are being 
displayed at all the main ports of 
entry for Coronation visitors and 
similar sized posters are also being 
used at the main line railway 
terminals in London. 

Press advertising is handled by 
Dorland Advertising Ltd. and the 
outdoor advertising by C. J. Lytle 
Advertising Ltd. 

An exhibition entitled “Woo! 
the Wealth of the Commonwealth” 
was opened at Hutchinson House. 
Oxford Street, London, on Tuesday 
by the Prime Minister of Australia. 


National ads. 


. 
for Tie Week 

For the first time national adver- 
using will be used to support re- 
tailers’ efforts in the promotion of 
Tic Week which commences on 
June 13. Spaces in a number of 
daily and Sunday national news- 
papers, as well as magazines, have 
been booked. 

The Tie Manufacturers’ Associa- 
tion report substantial increases in 
requests for display material. Many 
of the dealer aids have had to be 
reprinted. 

A competition is being run in 
which the prizes include a_ 100 
guinea continental holiday, a tele- 
vision set and a radiogram. Thou- 
sands of entry forms are being sent 
to retailers. Haig-MecAlister Ltd. 
are the agents. 


Made to measure 


Large spaces for Corona soft 
arinks are being taken in provincial 
newspapers for the Coronation 
period. The ads. are headed with 
a large —banner—**Corona-tion”"' 
The agents are Creighton Griffiths 
Ltd. (Cardiff). 


e AT 
ACCOUNTS MOVING: 


NEW ACCOUNTS: 


NEW CAMPAIGNS: 


newspapers, magazines, 


A GLANCE e 


Philippine Air Lines to S. H. Benson Ltd 


Tileman & Co., Ltd., specialists in concrete structure, for 
Scott-Turner & Associates Ltd. (as from July 1); Avery-Hardoll 
Ltd., vetrol pump manufacturers, for Crane Publicity Ltd. 

International Handicrafts, Homecrafts and Hobbies Exhibi- 
tion (Olympia, October 1—10) 
(national press, London evenings, and posters) 


Rilling Mystic Net, hair treatment (Howard Panton Ltd.), 
women’s magazines and trade press: Kiwi floor and furniture 
polish (Masius & Fergusson Ltd.), provincial newspapers. 

Tie Week (Haig-McAlister Ltd.) national daily and Sunday 
newspapers and magazines; United Paint Company (Downtons 
Ltd.) trade press; Surf (Lintas Ltd.) nationa! daily and Sunday 
provincial 
Buckingham Lavender (Greenlys 
Sunday Express and Picture Post, 


for Auger & Turner Ltd. 


newspapers and 


posters; 
Ltd.) women's 


magazines, 
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Fracts and figures about 


ocreen Advertising in the East 


_ and West Ridings 


West Riding 
173 CINEMAS 


SKIPTON 


BRADFORD LEEDS SELBY 


HALIFAX PONTEFRACT 
WAKEFIELD 


MUODERSFIELO DONCASTER 


BARNSLEY 


ROTHERHAM 


SHEFFIELD 
a 


CINEMAS: /n the East andWest Ridings, Theatre Publicity 
can give comprehensive coverage for a filmlet campaign in 
198 cinemas, of which 25 are in the Odeon/Gaumont circuit. 
COVERAGE: The average number of admissions per week 
in these cinemas is 991,523, representing 24.8%, of the total ws J 
population in the area. tising can be used for a regional campaign. Whether 
SHOWINGS: /n addition to weekday performances in all you are interested in a campaign to give national, 
cinemas, your advertising filmlet is also shown on Sunday in regional or local coverage, you can rely on the co- 
the Odeon/Gaumont circuit. operation and advice of Theatre Publicity’s creative 
COST: A campaign for 6 months in all the 198 cinemas and distribution staffs to ensure top flight 

would cost £2,599 for filmlet exhibition on an alternate week 


production and exhibition. eu, 
basis and would give a total number of impacts just short of 
12,890,000. 


This is a specimen of the way in which screen adver- 


THEATRE PUBLICITY LTD - [ cading Screen Advertising 


A COMPANY WITHIN THE j. ARTHUR RANK ORGANISATION 


MEAD OFFICES: 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) ye SALES & PRODUCTION. FILM HOUSE, WARDOUR STREET. LONDON, W1 (GER. 9292) 
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¢ Just a reminder ! 


The new Offices of the 


NATIONAL  NEWSAGENT 
BOOKSELLER, STATIONER 


are situate at 


UVM 
PY PYPY\ PUPS”. PDPUPYPU\PUVPV Ve 


‘ 149 Fleet Street, £.C.4 

§ Tel. CITY 2604 (5 lines) rs 
C * N 
| The N.N. is the only : 
5 Journal in the field with 2 
é a guaranteed A.B.C. five 4 
¢ figure net sale. € 
¢ «€ 
hh PVUDPYEPDV PEAVY DVD VIVID V6 ) 


ESSEX 
WEEKLY 
NEWS 


—read by 
the ‘‘County”’ 
eople— 
who still do 
have money 
to spend. 


A.B.C. 28,104 


26 HIGH ST., CHELMSFORD 
Telephone 2795 


use the journal read by 
over 30,000 nurses and 
first-aiders 


‘SFIRST AID & 
NURSING ”’ 


reaches the first aid and nursing 
personnel and organisers of the 


BRITISH RED CROSS SOCIETY 
ST. JOHN AMBULANCE BRIGADE 
BRITISH RAILWAYS 

NATIONAL COAL BOARD 
LONDON TRANSPORT 

FIRE SERVICE DEPARTMENT 


POLI 
INDUSTRIAL CLINICS, ETC. ETC. 


The Advertisement Manager will be 
pleased to send you a specimen copy and 
advertisement rates. Phone MONarch 
1541, or write to 32, Finsbury Square, 
London, E.C.2. 


G. F. KRUSE 
LTD. 


| 
J 


PAGO INGTON One? 


37 SPRING STREET W.2. 


Retailers’ displays linking up wigh the Quaker Oats 


| 
| campaign, were judged at Brown 
| the entries are the judges 


is A, Anson 


Stamford Mercury,” 


AD. FORUMS FOR 


Rooster Publicity Ltd., enter- 
tuined 120 representatives of their 
clients at the Westcliffe Hotel, 
Clacton, for an executive con- 
ference 

The programme began with 
introductions and lunch on Satur 


day, followed by an advertising 
forum in the afternoon and a 
dinner-dance and cabaret in the 
evening. On Sunday there was 
an early morning bathing party 
and a further advertising session 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of ExstRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD., 


69, FLEET STREET, LONDON, E-C-4 
Central 2811 


444 


Hotel, London, last week. 


Watching them 


marketing manager of Quaker Oats. 


Mrs. R. P. Winfrey, wife of the managing director of the East Midland 
Allied Press, presenting a national sewing competition award to Miss A. M. 
Cavell, of Uppingham. On the right is 8. H. G. Andrews, general manager, 

" which paper was associated with the National Needle 
Arts Bureau in organising the contest. 


‘ . . ‘ 
ROOSTER CLIENTS 
when publicity managers were 
“under fire.” 

Members of the teams at the 
two forums were: Saturday: J. A 
Lockley, advertising manager, 
Electro Hydraulic Ltd.; John 
O'Hea and John French, of 
Temple Press Ltd.; G. Brunton, 
Tothill Press Ltd.; J. O. Wilding, 
of Wilding & Sons Ltd.; M. Don- 


caster, Noakes Bros. Litd.; R 
Cupitt, managing director of 
Metaducts Ltd; R. C. Dalby, 


sales manager of F. W. Brackett 
& Co., Ltd: J. Peers and A. M 
Albinson (question master), direc- 
tors of Rooster Publicity Ltd. 

Sunday: Rooster’s London 
office manager, J. Wilkinson, 
presided over the following pub- 
licity managers: R. D. Rowland- 
Hill, Fraser & Chalmers Engin- 
eering Works; (¢ Maybury, 
Bennis Combustion Ltd.; A. J. 
Allport, George Cohen & Co. 
Ltd.; S. S. Seabrook, Ruston & 
Hornsby Ltd; T. Broughton, 
Ruston Bucyrus Ltd.; J, Taylor, 
Hotpoint Electric Appliance Co., 
Ltd; S. Johnson, Armstrong 
Whitworth & Co. L. Miller, 

| Loewy Engineering Co., Ltd 


“Better Breakfast’ 
Discussing 
George Towers, art director of Masius & 
| Fergusson Ltd. (eft), Ruth Morgan, cookery editor of 


“Woman,” and 
| C. Tullberg, display manager of Selfridge’s (seated right). 


May 28, 1953 


We Hear 


Plymouth hairdressers are to run 
4 co-operative advertising campaign 
in local newspapers. 
* * + 
Proceeds from the Daily Herald 
Coronation Brass Band Summer 
Festival in the Dome, Brighton, on 
Saturday, June 13, will go to the 
Lloyd Memorial (Caxton) Seaside 
Home, Deal, the convalescent home 
for the printing and allied trades. 
* * * 


The London Advertising Football 
League is holding a_ presentation 
dance at Victory House, Leicester 
Square, to-morrow evening (Friday) 
Cups will be presented by the direc- 
tors of London Press Exchange and 
S. H. Benson Lid. 

* * # 

Goddard-Lawrence & Company 
have been appointed advertisement 
managers to the monthly Home 
Guard and Civil Defence Review. 

* # * 


Two parties of members of the 
Press Advertisement Managers’ As- 
sociation have been on a conducted 
tour of Carreras Ltd. 


Nice for Nanci 


Auger & Turner Ltd. organised a 
dinner at the Pere Auguste Restau- 
rant on Saturday in honour of 
Nanci Crompton, the American 
ballerina featured in Britvic adve: 
tisements. She arrived in this 
country the same day to begin a 
four-week engagement in London. 

* * * 


Croydon Chamber of Commerce 
turned down a resolution condemn- 
ing commercial advertising in radio 
and TV as “undesirable.” 

® * ” 

The Skal Club, an organisation 
of travel agents and executives of 
transport companies in Ireland, has 
decided to introduce monthly talks 
on publicity and other related topics 
affecting the travel business. 

* * * 

When the “American Producer” 
sailed from the port of Dublin she 
had on board four tons of tourist 
literature consigned to the Irish 
Tourist Bureau, New York. 

* 

The attainment of the 3,500th 
subscriber to Reference Book for 
Shippers, published by Croner Pub- 
lications Ltd., Teddington, was 
celebrated by the staff with a visit 
io the Adelphi Theatre and dinner 
at Kettner’s Restaurant. 


Banned 


Picturegoer, Woman's Own, True 
Romances and Illustrated, are among 
11 periodicals banned by the Irish 
Republic Censorship Board. 

% * ¥ 


Shell-Mex and B.P. Ltd. are to 
display a giant Coronation poster, 
40 ft. by 10 ft., near Westminster 
Bridge. Barnett Freedman did the 
colour design. 

* * 

F. C. Urbach International Ltd., 
of London, have been appointed 
British representatives for Journal 
de Geneve, a French-language Swiss 
daily. 

* * * 

R. N. Lees, of Pollockshields. 
Glasgow, has been appointed by 
John Trundell & Partners Ltd. as 
their Scottish representative. He will 
be responsible for Ship and Boat 
Builder and Ship and Boat Builder 
Annual Review, World Fishing, 


Chemical Products and Compressed 
Air Engineering. 
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CLASSIFIED ADVERTISEMENTS 


| RATES: APPOINTMENTS VACANT, 3s. 64. per line, 408. per display panci inch, EXPERIENCED | VISUALISER AND 

High-class APPO|NTMENIS WANTED. 3s. per line, 3$s. per display panel inch, All other ng Ml RB A. 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Hox No. ve ee ee detai-s 

COMMERCIAL COLOUR charge. one line plu; 9d. covering postage, etc. Series rates on application: all d. Weekly 180 Flee: St ECS 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's \reai Ne ED REPRESEN 

ARTIST Weekly,” 180 Fleet Street, London, E.C.4. CHAancery 8844 (Ex. 25) t TATIVE fo 


vf General ibiicatons, Good 


‘i op por unity fw 
required in Studio by London APPOINTMENTS VACANT eee “ 
firm of designers and printers. : 

! 


Siteations Vacant: “The oa p answering these advertisements must 
Applications required only from be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
young men with proved ability _ Agency @ the applicant ls a man aged ‘yg § inclusive or a woman aged 18-59 tnclusive 
to design showcards, posters, unles be or she, or the from the provisions of the = ARTISTS. Rolly Roy. require several 
labels, etc. Send samples of Notification of Vacanctes Order 1952. 


first-class commercial ow technical 
reproductions to eis ca aetna Gani ae 

Jitions and prospe sd cok 
James Haworth & Brother Ltd. C&A MODES LTD. REQUIRE ‘Also 2 of 3 Juniors for éralaing 


Rossendale Works, Chase Side, Send specimens (returnable) together 


with details of experience to Labour 
Southgate, London, N.14 you Ong 5 PAN Manager, Rolls-Royce Limited, Derby 


COMMERCIAL ARTIST required in 
Twickenham areca for Advertising (20-25) 
Agency handling National Accounts, 


,’ 
Good all-round practical man with a to assist Sales Promotion Executive. Applicant must Here’s an 


head for ideas and capable of taking , 
Interesting Job 


W hiteffiars 


roughs to finished stage. Good pros- have working knowledge of lettering, appreciation 
pects and pleasant conditions Write Bi 
or phone for appointment. Art Direc of type, ability to prepare rough layouts on show- 
lor, ench tc 8‘ xbdridgec z - a 
Road, Hampton Hill. Molesey 3101 card lines. Excellent working conditions. 4 weeks Part-time Editor and layout 
BUSY STUDIO has vacancy for first ; é 7 . > . “ 
class commercial retoucher accustomed | annual holiday with pay. expert required for well 
a, . Class —— —- ~d a established monthly trade 
an white an olour Iso improve 
who has had * commercial studio WRITE ADVERTISING MANAGER paper for the Onent Appl 
S day week. Paid holiday | C&A MODES LTD., NORTH ROW, MARBLE ARCH, W.!. 
Ideal working conditions cants must have knowledge 
= eee Se see ee YOUNG MAN, completed National PRINTING SALESMAN of bh ss. deep interest and, if possible 
ticulars and salary required to ~ ° i ‘ 
Box 4701 Ad. Weckly 180 I 1 St pcs Service required by printers studio required to market special 
; en oot +. Must be good letterer, with some duction in Lond and = Province experience of the Far East 
knowledge of cut-out construction for Sales will be ade at dir r ' 
point-of-sale goods desirable, please and relate to new fields in Adver State salary required for 


write or call, with specimens Wass Candidates must be able t mt s . . 
TY POGRAPH ER Prichard & Co, Ltd 8S) Fenchurch speculative roughs Generous payment putting a 4 page paper to 
a 


Strect. FE by salary, commission and expenses bed ¢ } ~ 
4 ed cau month a nd 
LAYOUT AND LETTERING ARTIST Box 4703 Ad. Weckly 180 Fleet St EC4 a . h and send in 
WANTED good finished lettering essential ADVERTISEMENT SPACE REPRE samples of former work or 
know'edge of airbrushing an advantage SENTATIVES REQUIRED (cit: si Tei ts 
= I ' ye oe HOLborn 0534 sex) for London and most { > give references 
y a ondon ‘ verlising YOUNG MAN, aged 22-' years, re areas for focally sponsored pul 
Agency quired by large banking organisation tions. Must be willing to travel ’ Box 4760 
“ to take charge of Publicity Perman repeats and excellent oppor . 
. ent position with prospects (pension- Apply. full particulars Advertiser's Weekly 180 Fleet $1 EC4 
We need a man who can do able). Experience essential—preferably Box 4726 Ad. Weekly 180 Fleet St 
+e : in advertising department of a Com- 
these two things pany where applicant handled both 


layouts and copy Write giving ADVERTISING REPRESENTATIVE 
1. Create distinctive layouts details including salary required Well known (under 40) required for weckly papers 


using tyne only in styles A c/o 191 Gresham East Midlands = area Experience 


neucssary in layou and = can 
varying from the bold and ESTABLISHED FIRM of technical jour Pe AT i ° N A L Prospects for man who 


compelling to the discreet nal publishers require efficient male or ped his job. Superannuation 
legos female to take charge of copy depart AG A Lot e full particulars to Executive 
and elegant. ment. Experience in this type of work Pi Z | E East Midiands Allied Press 
, . atin essential and accuracy and detailed Limited, Newspaper (Offices, Dryland 
Adapt illustrated display mind a fundamental. Must be able to Street, Kettering 
advertisements and mark type Good salary for right person requires representative aged a pp CONTRACTORS = require 
them up for both block- rite , Representatives for London and 
Box 4693 Ad. Weekly 180 Fleet St EC4 t iy f . ? 
ee ‘ about 30 with selling ex uM diand areas Assured prospects to 
making and typesetting successful applicants Write in con 
We expect him to be a quick perience, preferably but not fidence giving full particulars = and 


ay 5 turnover normally secured 
and efficient worker with a ADVERTI SING necessarily, in advertising Hox 4728 Ad. Weekly 180 Fleet St BC4 


: : PRODUCTION MAN, at least 2-4 
real feeling for type and the bout “tor 


| Agency experience abou 4-26, for 

Ability to deal with high mall De 
: a ; d sma growing Pile t Auency, 
ability to use it flexibly. The | | MANAGER , pleasant conditions rel 


position offers an interesting ation level executives absolutely Box 4732 Ad. Weekly 180 ee ‘St Bos 
opportunity with prospects. i wae essential, Write 


Salary £600 p.a. Please write seeks change which offers 


giving details of experience, greater scope for ability Ges Gee STUDIO IRWIN LTD. 


ige, etc., to Advertiser's Weekly 180 Fleet St EC4 


Box 4754 FIRST oe IDEAS EXPERIENCED SECRETARY SHORT. have further vacancy 
Advertiser's Weekly 180 Fleet St EC4 oe a, Rieee #, ‘peri 4 a for a first class 


COPY AND LAYOUTS publishing - ruse Aged 25-0 Com 
. . mencing salary £8 ‘s 
YOUNG PERSON, ‘cau ith, ener ° Bei a ah 180 Fleet St BCA STILL LIFE 
a ' c andi Y. nn « wula stres Of 
layout work and neat lettering COPY MAKELP CLERK 


printing organisat m in West ——. Journalist, Ex - editor, . . an : neral . oom , ARTIST 
» 20/22 ‘ ationa og og ridwc vertisin 


Age having completed ati 

Service. Salary approxima'ely £2745-4300 Expert all phases of 1 Whitef Bag - 

per annum Superannuation scheme : niterriars 

in peration, S day week, canteen Production, Press and SPACHE SALESMEN required 

Apply with particulars to , : lands and Northern England f osition for the right man. 

Box 4702 Ad. Weekly 180 Fleet St BC4 Direct Mail. lisplayed media. Must be capable < P 6 : 

CENTRAL LONDON PRINTERS and carning substantial income Exceller Only — fully 
Stationers require Traimee Representa Box W. 397 opportunity for persons with initiative 
tive. Young, energetic with — sales Write Artists should apply 
ability and knowledge and experience JOHN HADDON & CO. LTD. Box 4698 Ad Weekly 180 Fleet St bC4 
of trade. Salary basis. Pension Scheme i 12 Salisbury Square, Fleet St. E.C.4 Two Goop JUN GENERAL lrite fo NO . 3 
Write ssa ng full details age experi . ARTISTS required ¢ or phone Wr . F appointment giv 
ence « KNightsbridge 1987 Studios ing full particul ’ 
Box “nn ”) Ad. Weekly 180 Pleet St EC4 LETTERPRESS PRINTERS old. estab- Ltd., 3 Harrington Road, South B ps culars te 

PUBLICITY ASSISTANT, to assist lished with modern works London, re Kensington, SW.7 
Publicity Manager of an Engineering quire Representative with good connec CLERK Ww take charge of copy detail MANAGING DIRECTOR 
firm, prepare layouts. catalogue shects von for colour and first<lass commer and enti prox duc tion for group of 
etc.; preferably able to produce finished cial work Some accounts available technical mam ints Must he STUDIO IRWIN LTD. 
lettering. Interesting and varied work Write in first instance stating present perienced nd able to work « 
Birmingham district. Full details, ex turnover, type of wo ork handled, ex imitiativ Write, stating age ar F IRWIN HOUSE, GOUGH SQ. LONDON, E.C.4 
perience ctc. to perience, age, chk required to W. Hopwood & Co 
Box 4692 Ad Weekly 180 Fleet St EC4 Box 4694 Ad Weekly. 180 Fleet St BC4 67a Mosley Street, Manchester 


*Phone your Classifieds to CHA 8844 (Ex 25) 


Permanent and progressive 


experienced 
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CLASSIFIED ADVERTISEMENTS 


and gencral designer, also letterer, have vacancies in their Technical Pub 
good, clean, quick work, suitable for lcations Department for Technical 
high-class colour printing Write Writers and Illustrators. An adaptable 

ot p answering these advertisements must 

made through a Local Office of the Ministry of Labour or a Scheduled Employment 

evar) ifthe pliant yt man ate 18-44 iaclusive or a woman aged 18-59 inclusive 


Nathaniel Lloyd & Co., Ltd. Burrell and capable writer with a mechanical 

Suet Works, Blackfriars, London, mind could pick up the technical side 
or she, or employment, is excepted from the provisions of the 

Notification of Vacancies Order 1952.” 


: ‘- of the job which is concerned with gas 
A THOROUGHLY EXPERIENCED 

Publicity Executive is wanted by engi- 
necring firm on Merseyside. Must 
possess experience in preparation of 
catalogues, planning advertising apd 
general publicity matters. Organising 
ability essential. Only men of high 
calibre need apply, stating age, ex- 
perience, salary, ctc 

Box 4733 Ad. Weekly 180 Fleet St BC4 


turbine engines Apply in detail to 

Reference HP3, Personnel Manager, 

Armstrong Siddeley Motors, Coventry 

EXPERIENCED LETTERING ARTIST 

—work on national accounts. Pro- 

gressive post. Five day week. Paid 
holidays starting this year. 

Box 4725 Ad. Weekly 180 Fleet St BC4 

LEADING BIRMINGHAM Process 

requires inside contact man 

with working knowledge of 

. Write in strict confidence, 

full a, Ms experience 

required, 
Box 4606 Ad. Weckly 180 Fleet St EC4 


TECHNICAL 
COPYWRITER 


Exceptional opportunity in West 
End Agency for ambitious copy- 
writer (public school), age around 
30, with agency experience of 
ethical medical advertising. 
Principal duties: research, medi- 
cal copywriting and assisting the 
technical director on account 
executive work. Well paid posi- 
tion offering considerable scope 
for personal expression and 
progress. Fullest details to 


- fewe Box 4765 
Advertiser's Weekly 180 Fleet St EC4 


VERSATILE COPYWRITER 


Are you the man who is secking wider ficlds, more scope, greater 
variety? Can you meet the demand for semi-technical copy, for 
imagination work, for case of phrase, for copy produced to time? 
Are you the man who is agency experienced, but wants to make a 
worth while move? If you are, look at this chance to join a Company 
with good working conditions and whose staff enjoy a share of profits 
and pension scheme Write in first instance, detailing experience 
qualifications and salary required, to 


THE NEWSPAPER SOCIETY 


has a vacancy for a young woman to 
undertake responsible work in the 
Information Department Duties 
will include intelligent study of 
trade journals and writing of para- 
graphs on retail trends, etc. 

Applicants should have, or be able 
to acquire, an imaginative grasp of 
the way advertising works. They 
should be competent shorthand- 
typists. 

Send full details of age, business 
experience and salary required to 
The Director, The Newspaper 
Society, Whitefriars House, Carme- 
lite Street, E.C.4 


Creative Director 


S. C. PEACOCK LIMITED 


21 LEIGH STREET - LIVERPOOL, 


LETTERING ARTIST, male. 
for permanent position. 
experienced artist considered. Good 
salary. Write or phone for appoint- 
ment with specimens of work to 
DOUGLAS OLACKLIN STUDIO 

LTD, 15 Grape Street, W.C.2. 
EM: 4032. 


LEADING WOMAN'S 
require good all-round staff artist 
capable of producing origina! layouts 
and carrying work through to finished 
stage Please state age, experience 
and salary required. Send specimen 
if possible 
Box 4731 Ad. Weekly 180 Fleet St BC4 


required 
Only fully 


MAGAZINE 


COPYWRITER required in the prepara- I 
tion of technical advertisements, HOUSE MAGAZINE EDITOR. A man 
descriptive literature and editorial ot proved ability, with journalistic 
articles for electrical equipment. Ap- experience, capable of creative writing 
plications, giving age. experience and of @ promotional character and ex- 
salary required, should be addressed to perienced in the layout and production 
the Advertising Manager, J. A. Crab- of house magazines, required by a 
tee & Co., Lid, Lincoln Works, well-known manufacturer of domestic 
Walsall, Staffs. . appliances. A knowledge of advertis- 

COPYWRITER for Publicity Department ing and marketing would be an asset. 
of large concern. Experience of De- The appointment is subject wo a 
partmental Store advertising an advan medical examination and participation 
tage though not essential. The position in the Staff Superannuation scheme. 
is permanent and pensionable. Write est End Office with staff canteen. 
for appointment giving details of ex- Write giving details of age, experience 

rience, age and salary expected. and salary required to 
x 4723 Ad. Weekly 180 Fleet St BC4 Box 4729 Ad. Weckly 180 Fleet St EC4 


TIBBENHAM PUBLICITY 
are another 


looking for 
experienced 


LAYOUT/LETTERING 
ARTIST 


Must be capable of producing 

slick roughs and first class 

lettering. Write or phone for 
appointment. 


TIBBENHAM PUBLICITY LTD. 
244 HIGH HOLBORN, LONDON, W.C.! 
Phone: HOLborn 8074 (3 lines) 


TRADE PERIODICAL requires Space 
Salesman, 25 per cent commiss.on 
Prospects of £1,000/£2,000 per annum 
Sales Directorship in near future to 
right man 
Box 4734 Ad. Weekly 180 Fleet St EC4 


YOUNG LADY Voucher Checking Clerk 
required for West End Advertising 
Agency. 9.30-5.30 No Saturdays. 
Canteen on premises. Apply stating 
age, experience and salary required to 
Box 4736 Ad. Weekly 180 Fleet St BC4 


SECRETARY / ASSISTANT 
advertisement manager 
minent trade magazines 
advertising routine, typing. Shorthand 
not essential. Details of experience to 
Box 4737 Ad. Weckly 180 Fleet St EC4 


CHARTIST or GENERAL ARTISI 
(female) required by professional 
Company in S.W.1 district, to prepare 
large-scale statistical charts. Draughts- 
woman of tracer might be considered 


required for 
of two pro- 
Experience of 


Top - flight 
CREATIVE ARTIST 


ADVERTISING ASSISTANT (secretarial) 
required. Typing and shorthand essen- 
tial, knowledge of advertising and 
artistic ability an advantage. Canteen. 
S-day week. Apply Personnel Man- ‘ 
ager, Vitamins Lid., Upper Mall, Please write with full details of experi- 
Hammersmith, W.6, quoting Reference epce, age and salary required, to 
(Q.1). Box 4739 Ad. Weekly 180 Fleet St EC4 

AIRTRAINERS LIMITED, Bicester | DISPLAY STUDIO attached to modern 
Road, Aylesbury, Bucks, have the store require experienced young man 
following immediate vacancy: LLUS- for design and construction, etc, U 
TRATOR, TECHNICAL PU BLICA- to-date ideas essential. ‘-day wee 
TIONS DEPARTMENT, experience of Write fully salary required, etc, to 
airbrush, cetouching, Derspective line Box 4730 Ad. Weckly 180 Fleet St EC4 

ec P 


SENIOR ASSISTANT 


Officer ia me, 
SCHWEPPES invite applications for 

Important manufacturing comp- 
any requires editor able to handle 


position of Assistant to Advertising 
anager. Practical knowledge of ad- 

quarterly publication and Sales 
Promotional Work. 


vertising as important as character and 

ability to assume responsibility. Age 
Applicant must have had experi- 
ence of creative writing and 


not less than 30, Apply in writing only 
House Organ (or similar) editor- 


Excellent opportunity exists in the Shell Petroleum 


Company's Advertising Department, for an agency 
trained visualiser, whose work will often necessi- 


tate visits overseas. Applicants must be under 40 hy A Ay - - 
House, Connaught Place, W.2, giving 
age and full particulars of experience 
and qualifications. 

ELL BROS. @ONDON) Te 
have immediate vacancy 
NICAL ADVERTISING EXECU TIVE 


years of age. 


confidence to: 


Write giving full particulars of experience, in 


STAFF DEPT. (R) 
THE SHELL PETROLEUM 


COMPANY LIMITED 
St. Helen’s Court, Great St. Helen’s, London, E.C.3 


*Phone your Classifieds 


A CAREER IN PUBLISHING. Pro 


with sound engineering education and 

knowledge of industria! applica- 
tion of instruments and contro! equip- 
ment. Duties will include the pre- 
Pparation of technical Keaficts, liaison 
with advertising agents and technical 
Dress. Write giving full details of 
posts held, etc., to Box A.W 340, c/o 
_191 Gresham House. E.C.2 


Pro- 
gressive and capidly developing trade 
Press periodical publishers offer a 
remarkable opportunity to a young man 
of 22-26 He must be capable, am- 
bitious and self confident. His work 
will be connected with the development 
of the advertisement revenue of the 
Company. It is hoped that he will 
develop into an important Executive 
and grow with Company. Excel- 
lent remuneration offered to the right 
man Present staff know of this 


vacancy. 
Box 4738 Ad. Weekly 180 Fleet St EC4 


| 


} 


ship, as well as being conversant 
with details of layout, typography 
and reproduction. 
Apply, giving full 
experience, age 
required, to: 
Box 4766 
Advertiser's Weekly 180 Fleet St EC4 


details of 
and salary 


VACANCY exists 


in West End Adver- 
tising Agency for a production assis- 
tant Congenial post, 5 day week, 
commencing salary £7 per weck. Age 
about 25 Telephone Mr. Miller, 
TEMple Bar 9928. 


ARTIST. Genera! all round man | require 4 
for our mdon Stwdio. Only first 
class men capable of carning £1,000 p.a. 
need apply. Write in confidence 
giving age, ¢ 


xperience, etc., to 
Box 4684 Ad. Weekly 180 Fleet St BC4 


to CHA 8844 (Ex 25) 
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May 28, 1953 


CLASSIFIED ADVERTISEMENTS 


SALESMEN calling on Newspa 
Wholesalers in South, West and peed 
England wishing to carry extra monthly 
publications On commission only. Write 
Box 4769 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT MANAGER wanted 
for high class monthly journal dealing 
with overseas (Africa). Pleasant position 
for man of experience and initiative 
with good export contacts. Limited 
amount of travelling. Salary and com- 
mission. Would save time if applicant 
Stated terms expected 
Box 4770 Ad. Weekly 180 Fieet St BC4 

SECRETARY (FEMALE) for Advertise- 
ment Manager of important trade 
journal Ability to act on own 
mMitiaiive essential; good typing, reas 
onable shorthand Work vared and 
interesting including handling of copy 
and proofs. Similar or Advertising 
Agency experience an advantage, but 
not essential Good salary, pension 
scheme, no Saturdays. Strand district. 
Write 
Box 4771 Ad. Weekly 180 Fleet St BC4 

RETOUCHER. First class Retouching 
Artist required, mainly technical sub- 
jects Good pay and holidays 
arranged Write fully giving 
experience and salary required, to 
Box 4686 Ad. Weckly 180 Fleet St BC4 

LINOTYPE OPERATOR wanted on first 
class weekly, S<lay week. Apply Man- 
ager, Cambridgeshire Times Group, 
March, Cambs 

ENERGETIC AND EXPERIENCED 
PRODUCTION man wanted by leading 
London Advertising Agency. Write 
Box 4741 Ad. Weckly 180 Fleet St EC4 

PRODUCTION ASSISTANT who has 
completed National Service Some 
knowledge of block ordering, copy 
dispatch essential. Write or phone for 
appoin:ment. S. T. Garland Advertising 
Service, 52 Mount Streei, W.1. Tel. 
GROsvenor 3233 

WELL KNOWN firm have vacancy for 
Advertisement Representative for high- 
grade Menu Holders and Hotel Media 
Only those with proved ability to 
earn over £1,000 p.a. apply please 
Expenses and commission 
Box 4767 Ad. Weckly 180 Fleet St EC4 

EXPERIENCED ARTIST required to 
illustrate stories in strip form 
Box 4755 Ad. Weckly 180 Fleet St BC4 

ASSISTANT TO ADVERTISING 
MANAGER reauired for well-known 
London Store General Agency ex- 
perience and some knowledge of print 
and direct mail desirable. Write fully 
and in confidence to 
Box 4754 Ad. Weekly 180 Fleet St EC4 

EVERETTS are looking for two or 
three good young layout men with 
about 4 years sound agency experience 
to work on a number of interesting 
accounts. Please write to the Studio 
Manager, Everetis Advertising Ltd., 
Hertford Street, London, W.1 

YOUNG LADY artist, with Knowledge 
of lettering required for s:udio of firm 
producing paper packagings in NW 
London area. Write stating age, ex- 
perience and salary required 
Box 4774 Ad. Weekly, 180 Fleet St BC4 


age, 


10 | 


APPOINTMENTS VACANT 


JUNIOR SECRETARY (SHORTHAND/ 
TYPIST) required for Advertisement 
Ix tment by leading London pub- 
lis Shorthand speed not essential 
b me knowledge advertising desir- 
ablc Write AM/AD/ DEPT. 

Box 4768 Ad. Weekly 180 Fleet St BC4 
aes CTION, One more Agency ex- 
«aceed man required to complete 
ction team. Write full particulars 
one for appointment, to Crane 
y Led 5-9 Quality House, 
Court, Chancery Lane, W.C.2. 

wne Chancery $287. 

VIS ALISER, COPYWRITER, 
TOLCHER and Letterer wanted by 
I n Agency Post offers scope 
fo tiative Apply 
Box 4772 Ad Weekly 180 Fleet St BC4 

TRAINEE REQUIRED for small West 
End Studio good opportunity for 
keen young artist Crest Publicity 
Ltd 7 New Bond St. W.1. 
Grosvenor 3026-7 

WELL-KNOWN LONDON ADVERTIS- 
ING AGENCY specialising in adver- 

service to retail distributors, 
fashion houses etc. has vacancy 
first-class account executive. Must 
nder forty (either sex) and have 
the right background and experi- 
The position is important and 
emuneration adequate with every 
Ttunity for advancement to the 
applicant Write in confidence 
Box 4756 Ad. Weekly 180 Flee: St BC4 
PRODUCTION = ASSISTANT = (Junior, 
or female) required in busy 
cy Knowledge of ha and 
voces essential. § day 
x 4758 Ad. Weekly 180 Peet St EC4 

PRINTING. Well-cstablished firm of 
provincial letterpress printers are 
looking for young man preferably with 
som knowledge of the trade for 
general duties in their London office 
aged about 20. Every opportunity will 
be afforded for taining with the 
ultimate view of representing the Com- 
pany in the London area. Apply in 
writing 
Box 4757 Ad. Weekly 180 Fleet St EC4 

PHOTOGRAPHIC ARTIST draughtsman 
required, suitable for producing engi- 

ring illustrated spares and instruc- 
tion books, Manchester a State 
expenence, age, and wag 
Box 4773 Ad. Weekly 180 Fleet St BC4 

INVOICE CLERK with experience in 
checking poster accounts. Apply in 
writing to Lambe & Robinson Ltd, 
Sceptre House, 169 Regent Street, 
London, W.1,. 

FIRST-CLASS AIRBRUSH RE- 
TOUCHER. Permanency for cight man 
HOLborn 0534 

LETTERING ARTIST for 
reproduction work 
Holidays as arranged 
giving aRec, 
cequired, to 
Box 4685 Ad. Weckly 180 Fieet St EC4 


RE- 


first class 
London Studio 
Apply by letter 
experience and = salary 


first-class Agency experience 


Must be able to initiate 


FIRST CLASS VISUALISER 


required by leading design group. 


This is a highly progressive position for a young man with 


campaigns, 
design and able to produce slick scamps and finished roughs. 
Write giving full particulars to: 


Box 4708, Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 
All applications treated as confidential 


have a real flair for 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Street. W.C.2 
(WHitehall 5924) We specialise in 
efficient personne! 

STUDENT. Virile mind. able w visualise: 
knowledge layout; keen copywriter 
wishes to join Agency to develop strong 
creative potential! Salary unimportant 
Row 4341 Ad Weekly 180 Fleet St FC4 

ARTIST, 10 years line wash and colour 
Specialist stil! life, all round abilities 
Box 4744 Ad. Weekly 180 Fieet St BC4 


JUNIOR ARTIST LETTERING, layout 
display air brush, 4 years experience. 
Box 4764 Ad. Weckly 180 Fleet St BC4 

SECRETARY | SHORTHAND / TYPIST, 
26, well educated, of attractive appear- 
ance and with previous experience in 
advertising, secks position with firm of 
Advertising Agents in S.W.1 or West 
End All replies answered. 

Box 4747 Ad. Weckly 180 Fleet St BC4 

COMPOSTTOR § (all-round) Society, 164 
years present situation, desires change 
(Suffolk preferred). Highest references 
Box 4724 Ad. Weckly 180 Fleet St BC4 


APPOINTMENTS WANTED 


EXPERIENCED Newspapers’ Advertise 
ment Representative based on Wolver- 
hampton secks similar post. Thorough 
knowledge of Midlands, age 2° Keen, 
smart, ambitious. 

Box 4762 Ad. Weekly 180 Fleet Si BC4 


A SALES MANAGER 


M.S.M.A., age 34, with wide and 
Practical experience of all forms of 
advertising and sales publicity, desires 
position with progressive Organisation 
offering scope for proved ability, 
initiative and deive. At present hold- 
ing responsible sales management 
position with old established manu- 
facturers of consumer products of 
national repute Sound knowledge 
of sales marketing in all its aspects 
Dius the ability to create new pack- 
aging ideas ctc. Highly successful 
record, well educated, accustomed to 
discussions on, or change in policy, 
packaging, advertising ctc 

A wider outlet for experience 
energy sole reason for 
relinguish present position Would 
consider suitable executive position 
with large agency Correspondence 
welcomed from principals, in strict 
confidence. 


and 
desire wo 


Box 4742 
Advertiser's Weekly 180 Fleet St EC4 


Ae LAYOUT ARTIST London, 
years’ agency expericnoe lypo- 
graphy, lettering, figure work 
Box 4748 Ad. Weckly 180 Fleet St BC4 
DISPLAY ARTIST secks change Mural 
and portrait specialist. Administrative 
experience 
Box 4749 Ad 
ARTIST: 
piay 
chan 
Box 1750 Ad. Weekly 180 Fleet St BC4 
YOUNG = advertising = man, 
Production Assistant 
Account Executive 
years’ experience 
tion Aged 25 
important, 
Box 4563 Ad. Weekly 180 Fleet St BC4 


Weekly 180 Fleet St BC4 
Versatile commercial and dis- 
memes experience. Desires 


formerly 
Copywriter 
adding up to 8 
secks executive posi 
Future = prospects 


COPYWRITER 
WITH NORTH AMERICAN 
EXPERIENCE 
Just returned from Canada 27, 
single Previous experience in 
creative department of leading 
London Agency. Secka similar crea- 

tive post in London. 


Box 4740 
Advertiser's Weekly 180 Fieet St EC4 


YOUNG LADY, 21, 4 years art college 
training, 3 months agency experience, 
knowledge design and typogtaphy, re- 
quires junior or traince position in 
agency M. Waters, 9 Acorn Road, 
Gillingham, Kent 

PUBLICITY MANAGER of national 
organisation secks change offering wider 
scope in London or Provinces for 20 
years’ all-round experience which in- 
cludes planning, copy and layout, direct 
mail, exhibitions, Alternatively, these 
qualifications, coupled with pre-war 
Agency +g might interest 
London Agenc 
Box 4763 Ad Weekly 180 Fleet St EC} 

A YOUNG @©8) woman of ENTHU- 
SIASM awaits EXECUTIVE or PER- 
SONAL ASSISTANT’S = appointment, 
after ten years ascending business 
ladder, imcluding secretarial and adminis- 
trative rungs Has expericnce of 
advertising photography, interest in 
publicity, flair a _ and fashion 
and fiking for 
Box 4678 Ad. Week 80 Fleet St EBC4 


FREE LANCE SERVICES 


MEN'S WEAR DRAWINGS. Established 
Specialist service secks additional 
London and Provincial inquiries for 
finished work Competitive prices 
Box 4752 Ad. Weekly 180 Fieet St EA 

FASHION ARTISTS. Free lance re 
Quired for newspaper and catalk 
advertising—ring Bayswater 3791 before 
10.30 a.m. for appointment 

SMALL, STUDIO, LONDON | requires 
extra artwork, retouching, etc., during 
summer months extremely compctitive 
costs Full production knowledge 
Box 4761 Ad. Weekly 180 Flee: St BC4 


, 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


SILK SCREEN PRINTERS 
LONDON 
require agents in Provincial 
areas on liberal commission 
basis. Every support given. 
Box 4714 
Advertiser's Weekly 180 Fieet St EC4 


LONDON OFFICE FACILITIES offered 
to reputable Provincial Printing House 
by Company in Shaftesbury Avenue 
(Near Piccadilly Circus) with existing 
clientele and well experienced § in 
Negotiating for commercial and pub- 
licity printing orders. Write 
Box 4659 Ad, Weckly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant) 
CARILLON PRESS LID. 
Colour Printers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 Fleet St., E.C.4, 
Phone: CENwa) 1740 


ACCOMMODATION 


FLEET STREET, One or two rooms to 
let on 3rd floor, good light, central 
ye: 

Box 4751 Ad. Weekly 180 Fleet St BC4 


SALES AND 


WANTED COMPILER for simple 
weekly competitive cash Crossword, 
containing alternatives Send sample 
containing 12 clues, ic. 9% doubles 
and 3 trebles, Also terms 
Box 4705 Ad. Weekly 180 Fleet Si: BC4 

FOR SALE BARCRO PATENT DRAW. 
ING STORAGE ELIMINATOR, 
fitted with 40 in. x W in. easel, 40 in 
x 4 in, drawing holder and 12 in. a 
10 in. camera, in excellent condition 
Henry Meadows Ltd., Wolverhampton 

POSSESS YOUR OWN TYPEWRITER! 
Royal, Remington, Underwood, Im- 
perial, et Standard and Portable, 
full guarantee Easy hop. or cash from 
£10. Metyclean, 13 Monmouth Street, 
seen bury Avenuc, W.C.2 TEM. 


PERSONAL 


PIN-UPS for Advertising Agents ong 
Printers Particulars of 
our, enormous model 
Philip Photographs Lid., 
Church Strect, W.8. WEStern 4130 


MISCELLANEOUS 


SIRPI-4H. de la Chassaigne—P. 
Gomez Homen), International Riess 
(ocncy, Via Visconti di Modrone, 6, 

an, 


PRINTERS 


OFFSET LITHO PRINTING. 
uality work at 


Fine 


; he Sureet 
Telephone 3438/9. London Agent: H. 
Ridgeway, 148 Strand. Temple Bar 8103. 


SPECIAL ANNOUNCEMENTS 


See May 14 issue of Apver- 
riser's Weekty, pages 316-317 
for the Monthly Register of 
Trade and Specialist Publications 
Section. June 11 will be the 
next issue containing — this 
Register. 


See May 14 issue 
TISER'S WEEKLY, 
and 336 for the Advertising 
Services and Supplics Section. 
June 11 will be the next 
containing these Services. 


of Apver- 
pages 334, 335 


issuc 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


THurspay, May 28, 1953 


S. a copy 
52/6 a year 
Post free 


55/-' (overseas) 


Market research and media 


HE marketing consultant to a compressor and pump 
manufacturer recently asked The Municipal Journal how 
many units of this equipment were used in public works en- 
gineering. He had previously been given a figure of 2,000 
compressors and had been unable to obtain any estimate for 


pumps. 


The research department of 7/e Municipal Journal were able 
to assure him that there were well over 12,000 compressors and 
30,000 pumps in direct use by local authorities, and that many 


thousands more were in use on hire and contract work. 


The manufacturer is now in a position to prepare production 
and sales schedules for the public works market, based on the 


facts we were able to give him. 


The Municipal Journal is in a unique position to give you 
similar information. All municipal officers and the firms in this 


field look to the Journal for their buying and selling facts. 


] cyvyur roger 
noine Cl 


. 


} CLEMENTS INN, LONDON, W.C.2 HOLborn 2827 


STOP PRESS 


CORONATION: THE 
COVERAGE PLANS 


Pye will be relaying colour tele- 
vision to certain London hospitals 
on Coronation day. They will be 
operating on closed circuit. 

Press arrangements include seats 
for 1,000 journalists, 185 B.B.C. 
observers, 309 press photographers 
and eight TV stands, 73 sound 
broadcast points and over 150 
places for newsreel and docu- 
mentary film units. In all 43 stands 
along the road allocated for press. 
Film coverage will include 3D 
units. Radio commentaries will be 
broadcast in 41 languages. 


BIRMINGHAM 
BUS ADS 


(See page 412) 

Contract for inside advertising on 
Birmingham Corporation buses is 
extension of that already held for 
outside by Frank Mason Advertis- 
ing Ltd. Interior space is framed 
card 7 x 15 inches on front bulk- 
head. There is also new outside 
space on upper rear panel in addi- 
tion to those already existing on 
lower rear and side panels. New 
spaces, it is estimated, produce ad- 
ditional revenue of £15,000 per 
annum. 


NEW PAPER FOR 
AMERICAN ARMY 


“The Times” is to undertake 
the printing of the “Air Force 
Daily,” the new newspaper being 
published in this country by the 
Army Times Publishing Company 
for U.S. military personnel here. 
Initial print order 20,000. Folio 
size paper of 16 pages. British as 
well as American advertisements 
will be accepted. Paper to be sold 
only on American military instal- 
lations in this country and will cost 
five cents (44d.). 


CARILLON FOR 
ST. BRIDE’S 


To-day (Thursday) Lord Mayor 
of London, Sir Rupert De La Bere, 
will inaugurate Compton Carillon 
a’ St. Bride's Fleet Street. Appeal 
directed to Fleet Street and Ward 
ot Farringdon Without organised 
by Harold Fish, Ward's representa- 
tive on City’s Court of Common 
Council. About half necessary 
£2,000 already subscribed. Carillon 
will be heard when Queen drives 
to Guildhall after Coronation and 
on other important occasions. 


Procea Products launching 
vigorous campaign in Birmingham 
and Midlands following opening of 
new bakery in Birmingham. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone Chancery 8844.) 
May 28, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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